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and in “Tips About Tux"’ he shows 
salesmen of Marathon products how 
to open new accounts for Tux nap- 
kin service and KEEP them open 
with repeat business that will mean 
more money in their pockets 


through better selling. 


This black and white sound slidefilm is just one of the implementation tools Atlas 


created for Marathon’s new sales training program. 


Whether your problem be selling, training, demonstrating or service, Atlas’ ex- 


perienced creative and producing staff can help you in planning a complete pro- 


gram that will do your job effectively and economically. 


ESTABLISHED 1913 
1111 South Boulevard 


Chicago Telephone: AUstin 7-8620 








AMERICAN CAN COMPANY: “VITAMIN 
RIVERS in color, the 16mm show you made 
for us last year, bids fair to set an all-time 
high in school demand.” 


ASSOCIATED MERCHANDISING CORPORA- 
TION: “We found the people at Caravel to 
be extremely cooperative at all times, gentle- 
men of their word, and sticklers for detail. 
Of equal importance, they never lost interest 
in our complicated problems and put consider- 
ably more time and effort in our production 
than their contract called for.” 


AMERICAN TELEPHONE AND TELEGRAPH COM- 
PANY, LONG LINES DEPARTMENT: “Let me 
express to you personally the appreciation of 
us all for the craftsmanship, patience and un- 
derstanding which you have displayed ever 
since that first distant meeting.” 


GODFREY 1. CABOT, INC.: “I am really very 
happy about our two new films, A STUDY 
IN BLACK and GOOD COMPANY, which 
Caravel produced for us. The superior qual- 
ity which your competent staff built into 
these two productions is in a great way re- 
sponsible for their success as sales and public 
relations activities.” 


FULLER BRUSH COMPANY: “I can’t think of 
anything which would express more satis- 
faction than the fact that we have just con- 
tracted with you to do a second picture.” 


CLINTON FOODS, INC. (AGENCY — MAXON, 
INC.): “It has been the general consensus of 
opinion that this industrial motion picture, 
GROWTH INDUSTRY, is one of the finest 
its viewers have ever seen . . . | want to ex- 
tend my thanks to you for a very superior job 
of cooperation—by a group of people who 











have demonstrated that they know the busi- 
ness of making color motion pictures from 
A to Z.” 


CLUETT, PEABODY & CO., INC.: “We are 
mightily pleased to have been honored with 
first prize for the best 16mm motion picture, 
ENTERPRISE, which your organization 
helped us produce . . . Congratulations to 
Caravel!” 


THE GENERAL FIREPROOFING CO.: “You will 
undoubtedly be glad to know that our latest 
film . . . is being excellently received in the 
field. During the first sixty days we are able 
to trace a large number of direct orders to 
the film.” 


NATIONAL LUTHERAN COUNCIL: “We have 
been pleased with Caravel Films for the 
understanding manner in which they have 
assisted and cooperated with us in the prep- 
aration of the script, the filming of the stories 
and documentaries and the final production. 
We have been aided in these film productions 
by the stimulus of your artistic imagination 
and your sensitivity to the particular religious 
needs of our appeal. We have been completely 
satisfied with your cooperation in these films 
and unhesitatingly recommend your work for 
consideration of other religious groups.” 


NEW YORK TELEPHONE COMPANY: “The two 
films have been shown to many thousands of 
our people, and their reactions seem to con- 
firm our high hopes. They have been favor- 
ably received and very favorably commented 


upon.” 


THE PURE OIL COMPANY: “Today we showed 
our new color sound motion picture, TO- 
MORROW BEGINS TODAY, to the Chair- 


IS KNOWN 
BY THE COMPANY HE KEEPS 


WE COULD FILL MANY PAGES with commendatory letters from Caravel clients. The 
following excerpts, from just a few of these letters, tell their own story... 


man of our Executive Committee, Chairman 
of the Board, President of the Company, 
three vice presidents and a half dozen more 
assistant vice presidents. Without exception 
they are extremely enthusiastic avout the film, 
and feel it is the best thing the company has 
ever had along this line.” 


RAYBESTOS-MANHATTAN, INC.; “It is a rare 
thing these days to have your business ap- 
preciated; and to get such willingness and co- 
operation in exchange is indeed a great satis- 
faction and pleasure. We do want to thank 
you all for the fine Caravel service.” 


ROYAL TYPEWRITER COMPANY, INC.: “We 
want to express our appreciation to each staff 
member of Caravel Films who assisted in the 
development of our movie RIGHT—AT THE 
START for their excellent cooperation and 
personal interest displayed during and since 
production. Reports from various parts of 
the country indicate that the film is being well 
received by typing educators.” 


SOCONY-VACUUM OIL COMPANY, INC.: 
“Many verbal comments from directors, man- 
agers, salesmen, dealers, and consumers as- 
sure us of another hit. Once again Caravel 
came through. Of course, after eighteen years 
and about fifty pictures, we should be accus- 
tomed to this sort of thing.” 


TOWLE MANUFACTURING COMPANY: “The 
sound slidefilm which you have just com- 
pleted for us, ONE FOR THE BOOK, has 
been very well received by our management 
and sales organization. The entire produc- 
tion is a top-quality job and we are proud to 
show it to our dealers as a Towle and Cara- 
vel Production.” 





The people responsible for the foregoing statements (names on request) speak 
from personal experience. We are immensely grateful for their confidence — 
and for their generous appreciation of Caravel service and Caravel teamwork. 


CARAVEL FILMS 


INCORPORATED 


730 NEW YORK e 


FIFTH AVENUE « TEL. CIRCLE 27-6110 





The great films of 


Today are shot with 


a Mitchell” = 


a ey 


The MITCHELL STUDIO MODEL“BNC” is 
a truly silent camera for sound photography. 
No blimp is required. Its smooth, positive 
Operation saves many costly hours of pro- 
duction time. Since the introduction of the 
“BNC,” more and more major studios have 
made it standard equipment. 


The MITCHELL “16” is enthusiastically 
acclaimed by leading commercial pro- 
ducers as the first professional camera to 
bring theatre-like quality to the 16mm 
screen. Typically MITCHELL in design 
and workmanship, it contains the same 
proven features that made MITCHELL 
cameras famous throughout the world. 


MVichell Camera CORPORATION 


666 WEST HARVARD STREET «+ GLENDALE 4, CALIFORNIA + CABLE ADDRESS MITCAMCO 


EASTERN/ REPRESENTATIVE: THEODORE ALTMAN®*+ 521 FIFTH AVENUE | NEW YORK CITY 17 © MURRAY HILL 2-7038 


= 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 








How Ramsey Corporation solved 
vexing time study problem... 


Ramsey Corporation of St. Louis, makers of auto- 
motive piston rings and expanders, needed depend- 
able analyses of certain machine operations as a 
basis for piece rates. Usual observational methods 
produced unsatisfactory results. 


=o 


Sometimes even 
these won't do... 


Many machine operations in a modern industrial plant are so 
rapid even the eye can’t follow. Time and motion studies by usual 
methods often fall short of the needed exactness. 


RICO Re i a BAS NC amg 


Because accurate analyses can mean the difference between 


RE = 


profit and loss, many plant engineers now depend on movies taken 
with Bell & Howell precision equipment. 


en 


With the cooperation of Bell & Howell engineers, 
time studies were then made on film using Bell & 
Howell equipment. The result was the establishment 
of piece rates satisfactory to all concerned. The 
visual analyses also led to a number of improve- 
ments in operational methods. Shown is William A. 
Vogler of Ramsey Corporation exhibiting time study 
film to group of employees. 


The experience of the Ramsey Corporation is only one of 
many. The extraordinary precision with which Bell & Howell 
cameras, projectors and accessories are built make them ideal for 


all industrial needs. 


Basic for industrial use... 
The 16mm 70-TM, shown here, is built both 


7 


BOOKLET SHOWS HOW MOVIES AID 


IN TIME-MOTION STUDIES 
(Tear out and send today) 


Bell & Howell Company 
7108 McCormick Road, Chicago 45, Ill. 


for heavy-duty and precision work. 7 accu- 
rate film speeds especially for time study - 
500, 750, 1000, 1500, 2000, 3000 and 4000 
frames per minute. Accurate spring drive. 
Adapted to take electric motor. The wide 


Gentlemen: 
variety of accessories for this camera make 


Please send me your free booklet 


it ideal for any industrial purpose. Special “Measure Time Accurately.” 


projectors for time study use also available. 


Nume Address 


You buy for life when you buy... 


Bell < Howell 


City Zone State 
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%& Many important additions have 
been made to the total of films for 
industrial training since publica- 
tion of the Second Edition of THE 
INDEX OF TRAINING Fi_Ms, the guide 
to motion pictures and slide films 
available for the purpose. The Third 
Edition, prepared by the editors of 
Business SCREEN MACaAZINE, is now 
on the press, with more than 2,900 
films listed, besides pertinent data 
and descriptions. 

Significant is the entry of a num- 
ber of new sponsors, following the 
trend of realization by industry at 
large that the screen provides a 
practically limitless potential for in- 
creasing and improving production. 
With the clouds of general war 
hanging heavily over a jittery civil- 
ization, production rapidly is be- 
industrial 
thought, and audio-visual aids can 
take a major post in that front line 


coming the focus of 


of national defense. 

Following is a brief resume of 
highlights of responses from com- 
panies in the comprehensive survey, 
noting important additions of titles 
as well as withdrawals of prints. 


* The Aluminum 
America has made a number of im- 


Company of 


portant changes in its lineup of in- 
dustrial training films. Titles are 
Unfinished Rainbows, Curiosity 
Shop and The Davenport Story. Re- 
moved from circulation are Alum- 
inum Fabrication Processes and 
How to Weld 
num: Vine to Metal has been suc- 
{ eeded by This Is 


company has 13 other sound mo- 


{luminum. Alumi- 


{luminum. The’ 


tion pictures available. 


* The American Brass Company at 
present has no training films for 
distribution. S. B. Rudder, of the 
sales promotion department, notes 
that both From Mine to Consumer 
and Manufacture of Anaconda Sheet 
Copper have been withdrawn. 

* Three motion pictures added by 
the American Institute of Steel Con- 
struction, Inc., since publication of 
the Second Edition of THe INpex, 
are Build with Steel, Span Supreme 
and Bridging a Century. The five 
subjects previously listed continue 
to be available for your free loan. 


* Application of the lron-Carbon 
Equilibrium Diagram’ is illustrated 
in [ron-Carbon Alloys, 16mm sound. 
color film released by the American 
Society for Metals. Prints of Metal 
Crystals are still available. 

* Discontinuing the two films Ray- 
4 New Frontier of 
Progress, the American Viscose Cor- 


on and Rayon, 


poration has two to succeed them: 


Visualizing Defense Production 


NEW THIRD EDITION OF INDEX OF TRAINING FILMS 
LISTS 2,900 AVAILABLE SUBJECTS FOR INDUSTRY 


Science Spins a Yarn, sound-color 
story of 300 years of effort to create 
and perfect rayon, and How Rayon 
ls Made, sound-black-and-white, 
showing key steps in making both 
viscose and acetate rayon. Theré is 
a 67-frame silent filmstrip of the 
last-named, which is a revision of 
Rayon-A New Frontier of Progress. 
* Forty Fathom Fish has been with- 
drawn by General Foods Corpora- 
tion’s Seafood Divisions. 


* General Motors Corporation no 
longer has available these films: 
Wings for Defense, Modes and Mo- 
tors, Made to Take It, Frontiers of 
the Future, Remote Control, Science 
in Business, Diesels Working on the 
Railroads. The widely known The 
Open Door continues in circulation. 
* . * 

* The picture Airplane Streamlined 
Tires has been removed by the Gen- 
eral Tire & Rubber Company. 


* Modern Coal Mining and Syn- 


thetic Rubber continue available 
from the Goodyear Tire and Rub- 
ber Company, but the following 
have become obsolete: Cushioned 
Landings, Greatest Airship Dock, 
Inner Tube, and Story of the Tire. 
. * 

* The Green Giant Company (for- 
merly Minnesota Valley Canning) 
has in extensive circulation among 
organizations and schools its From 
Good Earth to Good Tables, sound- 
color film on pea canning, after re- 
moving its predecessor, Green 
Giant. Modern Talking Picture 
Service, Inc., is the distributor. 

* Gregg Publishing Company’s The 
Champions Write is now available 
through Business Education Films. 
* Withdrawn is the film Manufac- 
ture of Refractories of the Harbi- 
son-Walker Refractories Company. 

* . * 

* Yellow Magic, dealing with the 
mining of sulphur, is being revised 
by the Freeport Sulphur Company. 


* On free loan from Hercules Pow- 
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der Company are these new sound- 
color motion pictures: Problem-So- 
lution-Result, on products of chemi- 
cal plants; Better Roads Ahead, 
vinsol resin in concrete, and Re- 
claiming Land with Dynamite. 
* From the International Nickel 
Company, Inc., come these addi- 
tional films, distributed by Ideal 
Pictures Corporation: Nickel Tales, 
narrated by Norman Brokenshire; 
Story of Nickel, mining, milling 
and refining; Building a Character 
Metal, from raw material to shot, 
and Nickel Winning, on mining. 
* The International Acetylene As- 
sociation, which has removed Prof- 
its of Progress and Prosperity Prog- 
ress from circulation, has a new 
subject, The Oxy-Acetylene Flame— 
Master of Metals, which is available 
for free loan through the Bureau of 
Mines, Graphic Services Station, 
1800 Forbes Street, Pittsburgh 12, 
Pa. 

* * . 
* Jones & Lamson Machine Co. has 
withdrawn the slidefilm Thread 
Grinding with Jones & Lamson 
Equipment. Motion pictures with 
sound available from the company 
are J&L Universal Ram Type Tur- 
ret Lathe (Introductory), Bar Work 
on a J&L Universal Turret Lathe 
(USOE-Advanced), and Thread 
Grinding—Fully Automatic. 
* The Kerr Glass Manufacturing 
Corp. writes that it has withdrawn 
From Desert Sands to Sparkling 
Glass Creations. 


* * . 


* Two motion pictures withdrawn 
by The Caterpillar Tractor Com- 
pany are /t’s Up to You and Diesel 
Sim plicity. 

* The four slidefilms under the 
heading Steel are no longer avail- 
able from The Cleveland B. Chase 
Co., Inc., producers and distributors 
of the Vocafilm programs of super- 
visory training and customer rela- 
tions. 

* Films impinging on_ industrial 
operations but of general interest, 
released by the Dodge Division of 
the Chrysler Corporation since the 
Second Edition include: Our Amer- 
ica, comparing American produc- 
tion past and present; Rubber River, 
Central American hunt for new 
Strategic Materials, indus- 
trial pioneering; and Northward to 
Vome, gold mining. 


sources ; 


* Physics of Metal Cutting is out 
of print, writes Charles M. Reesey, 
advertising manager of The Cin- 
cinnati Milling Machine Co. The 
Cleveland Pneumatic Tool Company 
has withdrawn Keep “Em Landing, 
and Coke Oven Ammonia Research 
Bureau has dropped Plant Food 
from Coal. 
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Better be ignorant of a matter than half know it. 


—PUBLILIUS SYRUS (CIRCA B. C. 42). 


A little learning is a dangerous thing. 


—ALEXANDER POPE (1688-1744). 


Nor THE LEAST of many advantages in training by a 
program of audio-visual media is the ease with which an intri- 
cate exposition is clarified so the audience receives the whole 
story. The presentation can be dramatic and unforgettable, and 
it can be compressed into a crisp narrative that teaches with 
speed and complete conviction. 
-_-. §T. LOUIS 
Personnel will learn your methods and accept your ideas more | 4053 Lindell Blvd. 
readily, retaining more of the message if it is in a Wilding 4 


picture. _ CINCINNATI 
___ Enquirer Bldg. 
a _ *Studio Facilities 


WILDING 
PICTURE PRODUCTIONS, INC. 


_MOTION PICTURES + SLIDEFILMS + TEL 


Fs 5 oo al 
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At 
COMBINATION SLIDE, SINGLE and DOUBLE FRAME STRIP FILM PROJECTOR 


It's so easy to use, too! Designed for extreme simplicity of operation 
combined with maximum efficiency. Finger tip tilt control, instantaneous 
framing and clear, needle-sharp focusing all combine to make Viewlex top 
choice for slide or filmstrip projection before sizeable audiences. The quiet 


and powerful, motor-fan model gives utmost protection and safeguards the 
life of valuable films and slides. 


a 
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LATEST DEVELOPMENTS IN 
PRESSING MANUFACTURE AND 


MATERIALS 
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UNPARALLELED REPUTATION 
FOR SERVICE 





The Best 


THE FOREMOST LIST OF 
CUSTOMERS IN THE COUNTRY 





COLUMBIA TRANSCRIPTIONS, A DIVISION OF COLUMBIA RECORDS, INC. @D 
New York: 799 Seventh Avenue, Circle 5-7300 

Los Angeles: 8723 Alden Drive, BRadshaw 2-5411 

Chicago: Wrigley Building, 410 Michigan Avenue, WHitehall 6000 


Trade Marks **Columbia” @™ and @ Reg .U. S. Pat, Of, Marcos Registradas 
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waranteed Results! 


For television films of theatrical 
quality, try the new “Cine-Voice” 
16mm Sound-On-Film Camera. Tested 
and now being used by leading studios 
and television stations for public 


relations, newsreels and commercials. 


$695.00 with a 30-day 
money-back guarantee. 
You must be satisfied. 
Write today for free 
illustrated “Cine-Voice” 
folder describing this 
newest achievement 


in 16 mm cameras. 


BERNDT-BACH, Incorporated 


7387 Beverly Blyd., Los Angeles 36, Calif. 


MANUFACTURERS OF S¢ N-FILM RECORDING EQUIPMENT SINCE 1931 
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‘SIGHT & SOUND 


NPA Motion Picture Division 
Is Headed by Nathan Golden 


* Natuan D. GoLpen, now direc- 
tor of the Motion Picture— Photo- 
graphic Products Division of the 
NATIONAL PRODUCTION AUTHORITY, 
is in charge of developing NPA pro- 
grams to develop photographic sup- 
plies for the accelerated armament 
program and essential industry. 

Golden, as Chief of the Motion 
Picture Division of the Bureau of 
Foreign and Domestic Commerce of 
the Department of Commerce, was 
consultant in World War II to the 
War Production Board and the Of- 
fice of the Coordinator for Inter- 
American Affairs. After the war he 
headed a mission to Germany to 
obtain the formulas of the Agfa 
Color System, for the Industrial In- 
telligence Branch Office of the Joint 
Chiefs of Staff. 

The first Gold Medal Award of 
the Projection Advisory Council 
went to Golden for contributions in 
the field of motion picture projec- 
tion. He was consultant to the 
Golden Gate International Exposi- 
tion, and to the United States dele- 
gation to the third meeting of the 
contracting parties to the General 
Agreement on Tariffs and Trade and 
the Tariff Negotiations in France in 
1949. 





Final Call for National Safety 
Film Awards Is Now Announced 

* Four fields of safety films—oc- 
cupational, home, traffic and trans- 
portation, and general—are covered 
in the contest, and awards for the 
best motion pictures, theatrical 
(35mm) and non-theatrical 
(16mm) will be made in each cate- 
gory, as the best sound 
slidefilms (sound filmstrips). 

The National Committee will pick 
as winners those pictures and films 
“which best serve to encourage ac- 
cident prevention.” 


well as 


Separate entry forms have been 
issued for motion picture and sound 
slidefilm. While the deadline for 
receipt of entries is February 19, 
the film itself must be in the hands 
of the committee by February 26. 

Several of the films will be used 
in the screen session program at 
the Greater New York Safety Con- 
vention and Exposition, after the 
judging is completed. All films 
will be returned in early April, 
Railway Express collect. 

In its letter to sponsors and pro- 
ducers the Committee requested in- 
formation of safety films made by 
others. 


* Preliminaries to determination 


of the outstanding safety motion 
pictures and slidefilms produced or 
released in 1950 have been com- 
pleted with the mailing of entry 
blanks. The annual contest, with 
no charge for entry or award, is 
conducted by the National Com- 
mittee on Films for Safety. Entries 
must be received by February 19th. 

William Englander, Committee 
Secretary, may be addressed at 425 
No. Michigan Ave., Fifth Floor, 
Chicago 11, Ill. 


Standard Oil Arranges Clinic 

On Screen in Public Relations 

* A training clinic in the use of 
films will bring together all adver- 
tising and public relations repre- 
sentatives of the STANDARD OIL 
Company (Indiana) at the Train- 
ing Center in Chicago February 16, 
with addresses and discussions on 
the subject of “Film Showings.” 

O. H. Coelln, Jr., editor and pub- 
lisher of Business ScREEN Maca- 
ZINE, will address the gathering and 
present concrete suggestions for 
improved utilization of audio-visual 
means in public relations work and 
will answer questions in a discus- 
sion period to follow. 

Three field representatives of the 
company will speak on these sub- 
jects: “Sources of Film Materials 
and How to Evaluate Objectives 
for Various Types of Meetings,” 
“How to Promote the Use of Films 
at Public and Employe Meetings,” 
and “How to Handle the Mechanics 
of Providing Films and Equip- 
ment.” 

O. H. Peterson will introduce the 
speakers and officiate as moderator. 


Wadsworth and 600 Mayors 
View “Pattern for Survival” 
@ James J. Wapswortn, national 
director of Civil Defense, 600 U. S. 
mayors, members of the American 
Municipal Association and other 
guests attended a screening of the 
atomic defense film Pattern for 
Survival in Washington last month. 
Screening of the film was in con- 
junction with the Association’s an- 
nual convention. William L. Lau- 
rence, New York Times writer and 
atomic expert, and Pulitzer Prize 
winner, appears in the picture re- 
cently produced by Cornell Films, 


New York. 





Commercial Film 
Writer 


Available soon. One of the best. 
Experience, clientele, qualifica- 
tions, and references, all top 
notch. Minimum $9,500. For 
complete information, write, 


BUSINESS SCREEN, Box 2A 


150 E. Superior St., Chicago 1! 
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PRODUCTION LINES 


A couple of years ago, 


we had a PROBLEM ... 





The Athletic Institute, a national, non-profit or- 
ganization for the advancement of sports and recrea- 
tion, had decided to launch a film program to teach 
youngsters the fundamental skills of sports. Col. 
Theodore Bank, president of the Institute, through 
long experience with sports training, felt that a NEW 
kind of film was needed. 


Available motion pictures somehow “missed the boat.” 
Their controlled speed left some of the audience far 
behind, insulted the innate ability of others. The movie 
became the teacher, without regard for the skill, ex 
perience, and intelligence of the audience. 


Our PROBLEM, then, was to teach move- 
ment without a moving medium. 


Our SOLUTION was to freeze movement 
and present it in still picture sequence—in 
sound slidefilms. 


The trick is in stroboscopic lights, capable of an- 
alyzing movement, at a speed of 1/10,000 of a second 

. this in COLOR, too! With this equipment, we 
catch the crucial positions of a movement in a single 
picture, to be thrown on a gymnasium screen for 
study and imitation by grade school and high school 
kids. 

> > > 

Some 40 subjects are now in distribution, and we're 
currently working on basketball techniques. Probably 
the best evidence of the success of the “strobe” technique 
for this type of training is the fact that the schools are 
buying prints. There is no free distribution. 


The techniques we're using in these sports films 
have an application in many other kinds of training 

. wherever movement is fundamental in training, 
and the normal speed of the movement is too fast 
for study and imitation—like a baseball pitch or a 
machine operation ...a golf swing or motion study 
of a manufacturing process 

> > > 
We'd like to show you what we mean 
how we might solve YOUR PROBLEMS 


with stroboscopic slidefilms. 


And how we're licking other PROBLEMS 


as they come up, too. 


>) DALLAS JONES 
PRODUCTIONS 


1725 North Wells Street 
Chicago 14, Illinois 
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Despite Defense Upsets, Business Films 

Off to Good Year With Demand Strong 


* Clients, including the Armed Forces, were 
keeping a good many business film producers 
busy. as the first six weeks of °51 slipped by. 
Notable progress was being made in new films 
of a public relations or institutional character 
with some major programs due to break next 
month in national distribution. 

New York Stock Exchange Budgets New Film 
* Production of a new motion picture, long un- 
der consideration (Business SCREEN, May 1950) 
by the New York Stock Exchange, has just been 
announced. Part of a new $800,000 public edu- 
cation program, the Exchange will also build 
a theatre and exhibition gallery in its building 
on Wall Street and cooperate with the Institute 
of Life Insurance in distributing information 
kits to the 16,500 member clubs of the General 
Federation of Women’s Clubs. 

New Fords Shown First Via “Operation ’51” 
* About a month before the new two-spinner 
Fords hit the market, every Ford management 
and supervisory employee got a preview screen- 
ing of the entire new line of Fords, Mercurys 
and Lincolns. 

A film, Operation °51, produced by MPO Pro- 
ductions, demonstrated all the cars so that Ford 
supervisors and executives all over the country 
could see the features of the new models in 
advance, before shipment of the first cars off 
the line could begin. 

Campus Issues “Accent on Quality” Booklet 
* Film sponsors will be interested in a clever 
“Accent on Quality” recently 
issued by Campus FiLm Propuctions, 161 Rem- 
sen Street, Brooklyn. Copies will be sent free 
on request. 


new brochure 


Norling Demonstrates 3-Dimension in N. Y. 
* Loucks & Noruine Sruprios will present a 
program of the latest developments in three 
dimensional photography at the March 30 meet- 
ing of the Stereo Society of America. 

Action stereos taken at a millionth of a sec- 
ond and projected on an 11 x 14 foot screen 
will highlight the program. 

The Stereo Society meets at the Central High 

School of Needle Trades, 225 West 24th Street, 
New York. 
Roush Opens Modern Studios at Mineola, L. I. 
* The cameras rolled for the first time on Jan- 
uary 15 at Leste Rovusn Propuctions’ new 
studios in Mineola, Long Island, not far from 
New York. 

Shortage of good sound stage facilities in 
New York and increased requirements of the 
company led to construction of the new build- 
ing which was begun last October. 

Completely equipped with all camera, light- 
ing and sound equipment for black & white or 
color shooting, the new studios were built from 
the ground up to take advantage of all modern 
improvements in studio design. The sound stage 
measures 45 by 65 feet and is 22 feet high. 
Further expansion is possible if required. 


ON STAGE at Leslie Roush’ new Mineola, L. I. 
studios above are (l to r) youthful actor 
Jimmy McCormick, Mr. Roush (center), and 
William Harrigan. A U.S. Rubber film scene 
is being checked. 

Naval Reserve Photo Officers’ Weekly Drills 
* Every Wednesday night some 26 New York 
film producers, directors and photographers 
meet at the offices of Willard Pictures or Film 
Graphics for a drill. No marching enthusiasts, 
the 26 are members of the Naval Reserve Volun- 
teer Aviation Unit 3-11 (Photo), commanded 
by Capt. John M. Squiers, Jr., and the “drills” 
consist of lectures, showings and new films, 
demonstrations of new training film techniques 
and occasional field trips to the Navy’s Special 
Devices Center at Sands Point. 

VAU 3-11 was organized last November by 
Lt. Gordon L. Hough, then temporary unit com- 
mander, for those officers and men in the photo- 
graphic professions who wanted to keep up their 
interest and association with the Navy, and to 
increase their proficiency in the skills which 
would be required of them in case of national 
emergency. 

In addition to Capt. Squiers (of Willard Pic- 
tures) and Lt. Hough (lately of Film Counsel- 
ors), the unit is composed of LCdr. Michael C. 
Adams (RKO Pathe), LCdr. Lee E. Blair 
(Film Graphics), Lt. (jg) Fred D. Bryant, LCdr. 
William H. Buch (Apex Films), LCdr. Richard 
N. Chindblom (Sun Dial Films), LCdr. Law- 
rence Crolius, Lt. Maxwell M. Desser, LCdr. 
William Dunn, J. W. Evans, Lt. Robert T. 
Furman, LCdr. Erskine F. Gilbert (Willard Pic- 
tures), Lt. J. A. Julier (Paul Hance Prod.), 
LCdr. Allan F. Kitchel (Universal Newsreel), 
Lt. Osmond Molarsky, Lt. Neil O’Brien, Cdr. 
Stanton M. Osgood (NBC-TV), LCdr. H. Raw- 
lins, LCdr. Sherman E. Rogers, Lt. Bernard 
Rubin (Film Opticals), LCdr. Robert Spafford 
(Skyline Prod.), LCdr. John A. Wells (Merck 
& Co.), Lt. West P. Woodbridge (RKO Pathe) 
and Capt. MC Tom Wright (BBDO). 

VAU 3-11 is ‘one of several such groups in 
the Naval Reserve. The Chicago unit is com- 
manded by Lieut. Jerome C. Diebold (Wilding 
Pictures). In addition to the weekly drills, 
some of the members of the New York unit 
have gone on active duty for a two weeks photo- 
graphic course in Washington. This course is 
open on a quota basis to all qualified photo- 
graphic officers in volunteer units. 

In addition to maintaining their interest in 
the Navy and new developments in Naval Pho- 
tography, most of the members of VAU 3-11 
have discovered that the weekly drills have been 
useful in their civilian occupations. 
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add this 


“TIRELESS TEACHER’ 
to Your School Stat¢/ 


music INSTRUCTION 
Practice really counts when 
students can listen to their own 
performances. Ideal for school 
band and orchestra, choral 
groups, individual musicians. 


169" 


Revere 


RECORDER 


Here’s the most versatile teaching aid a modern school 
can own! Revere Magnetic Tape Recorder makes work and 
study in any class, from kindergarten to college, more efficient and 
more enjoyable. 

The professional quality and superior features of the new 
Revere Recorder have made it the leader in the entire educational 
field. No wonder teachers everywhere are so enthusiastic about 
this remarkable equipment! 


Revere offers everything you want for ideal school service: 





NUMBER 


VOLUME 


STENOGRAPHY PRACTICE 

med dictation exer- 
cises may be recorded once, 
used over and over again. Free 
the teacher for individual 
instruction. 


ws 4 
FOREIGN LANGUAGES 
accent and 
a hie obtained when 
students hear their «wn voices, 
end compare theil) own re- 
cordings with those of expert 

linguists. 


true-as-life sound reproduction . . . easy, trouble-free operation 
... low price and economical upkeep . . . full hour’s listening on 
every reel . . . eraseable, re-usable tape . . . many other outstanding 
advantages. 

See your Revere dealer now, or write direct for complete 
information. 


Show 16 mm Educational films at their Best with 
Revere Sound Movie Projector 


Bright, clear screen image and finest 
**Theater Tone’’ sound. Shows silent 
movies, too. Even youngsters can set it up 
and operate it easily. Slipover carrying 
case holds accessories, doubles as speaker 
COMPLETE to make single unit weighing only 33 Ibs. 


$299° 


REVERE CAMERA COMPANY @ CHICAGO 16 











OPPORTUNITIES 


for Sponsored Film Distribution 


AVAILABLE THROUGH THE NATIONAL NETWORKS 
OF MODERN TALKING PICTURE SERVICE, INC. 











C) PLANT & OFFICE EMPLOYEES: Modern has pio- 
neered the regular showing of sponsored motion 
pictures to factory and office employees. In a 
single recent month, 2,300 of these groups were 
served via the “Weekly Movie Day” plan. 


[1 RURAL GROUPS: Sponsored films are being made 
available via Modern to 13,000 projector-equipped 
rural township high schools — plus Granges, Farm 
Bureaus, County Agents, 4-H, and FFA groups 
in this important field. 


SCHOOLS & COLLEGES: Over a half-million show- 
ings of sponsored films were certified by Modern 
in 1950 for showings in colleges, high schools, and 
other educational institutions. 


DEALER SERVICE: Modern’s 27 regional exchanges 
provide expert film distribution service to order for 
sponsor branch offices, field organizations, and 
dealers — promoting effective tie-ins and field 


utilization. 


TELEVISION: Acceptable sponsored motion pic- 
tures in the public interest are being effectively 
promoted by Modern to television stations for use 


on a free sustaining basis. 


Get “These Facts Today! 


Find out how Modern services can 
economically increase the effeciive- 
ness of your film distribution. Mail 


this convenient checklist today! 


mOolERy 
TALKING 
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12 SOUTH FLOWER STREET @ LOS ANGELES 17 


[) CLUBS & ORGANIZATIONS: Modern’s exclusive 
“Film of the Month” plan is actively promoting 
the regular showing of sponsored films to thou- 
sands of church groups, civic and fraternal organi- 
zations, service clubs, PTA’s, and other influential 
adult groups. 


CC) ROADSHOWS: During the summer of 1950, Mod- 
ern scheduled more than 10,000 playdates for out- 
door resort and rural roadshow audiences averaging 
400 persons each in attendance. 


() HOMEMAKERS GROUPS: A specialized phase of 
Modern’s film activity is devoted to the specific 
interests of home economics education in college 
and high school classes and women’s groups — 
Modern now has 50 motion pictures of this type 
in active circulation. 


] THEATRICAL RELEASE: Modern regularly books 
sponsored short subjects in theatres nationally. 
30,000 theatre dates for multiple showings were 
booked during 1950. 
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Yes, I'd like to know more about these audi- 


ences for sponsored films: 
(CHECK YOUR INTERESTS 
} Plant-Office Employees (] Clubs - Organizations 
] Rurai Groups C) Roadshows 
} Schools & Colleges ) Homemakers Groups 


}] Dealer Service () Theatrical Release 


Name: 
Company: 
Address: 


City: 
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MODERN TALKING PICTURE SERVICE, INC. 


45 ROCKEFELLER PLAZA @ NEW 


\ 

PICTURE 

SERVICE 42 EAST ONTARIO STREET @ CHICAGO 11 TLE 
CSS: act oad 


YORK 20 N Y @® Circle 6-0910 
@ SUperior 7-0588 


CALIF @ MAdison 





Theatres Show Gains in Both 
Number and Dollar Receipts 

* With theatres actively screening 
topflight short subjects, the latest 
U. S. Census Bureau figures on 
theatres are of interest to the busi- 
ness film industry. 

Over the period from 1939 to 
1948 the number of motion picture 
theatres increased 17 per cent to 
17,689, while individual theatres 
doubled their dollar volume of re- 
ceipts. It is to be noted that much 
of the increase in total theatres is 
attributed to the growing number 
of drive-in operations. 

Employes increased from 128,857 
to 181,322, and the annual payroll 
more than doubled, with an aver- 
age wage rise to $1,625 from the 
$1,021 of 1939. 


Union Labor Relations Study 
Potential for Future Pictures 

* Potential material for future busi- 
ness films is being gathered in a 
study of human relations problems 
of labor unions by the New York 
State School of Industrial and La- 
bor Relations at Cornell University 
in Ithaca. Two unions participating 
in the first stages of the four-year 
research project are in the Dunkirk- 
Fredonia (N. Y.) area, Dunkirk 
Local No. 2693 of the United Steel- 
workers at Allegheny-Ludlum Steel 
and No. 2286 at the American Loco- 
motive Company. 

Prof. Williiam F. Whyte is proj- 
ect director and Dr. Leonard R. 
Sayles of Cornell is heading the 
field work. 

While human relations problems 
within management have been the 
subject of many training films, the 
human problems of union officers 
and the rank and file present a rela- 
tively new field. 


Kennan Tells Accountants 

Visual Aids Sell ideas for Them 

* Visual aids put life and color in- 
to the factual data of the account- 
ant in selling his ideas, the Cin- 
cinnati Chapter of the National 
Association of Cost Accountants was 
informed by JoHn C. KENNAN, vice- 
president and sales director of the 
SOcIETY FOR VISUAL EDUCATION. 


DIRECTOR WANTED 


Established commercial film producer 
| desires director for industrial and 
| television work. Must be experienced. | 
Send complete data as to age, draft | 
status, background and salary de- 
sired. Write, 
Box 2B 
BUSINESS SCREEN 
150 E. Superior St. 
Chicago 11, Ill. 
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The Puerto Rico Rum Institute 
Had a Merchandising Problem 


PROBLEM: The Puerto Rico Rum Institute was about to launch a 


million dollar advertising and promotion campaign. 


Importers, distributors and their salesmen had to be thoroughly 


sold on the campaign before it broke in the consumer press 


The Institute could have used the usual method of countless ex- 
ecutive conferences and sales meetings, pyramiding ideas and plans 


through echelon after echelon from top to bottom. But the story would 


have varied at each meeting and the dramatization necessary to put 
the campaign across would have largely depended on the ability of 


the individual holding each meeting. 


SOLUTION: The Institute wisely put the whole dramatic story on 
film, telescoped a long 90-minute sales meeting into 15 minutes... . 
each minute carefully edited and packed with interest and information. 
With no wasted words, the story was told just as Institute executives 


had planned. And they covered the country in just 3 weeks. 


If you have a problem, if you want to improve your method of telling your story to 


dealers, salesmen and customers. . 


a solution. 


. . We'd like to study your problem 


And offer 


Films for Industry, Inc. 


NEW YORK—135 WEST 52nd STREET e PLAZA 3-2800 
PHILADELPHIA—1700 WALNUT STREET e KINGSLEY 5-0831 
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PRO Stybiat 16mm SOUND PROJECTOR 








LIGHTWEIGHT, COMPACT... FAST, EASY SET-UP... 


weighs only 29 Ibs.... 
a woman can carry it! 


FULL HOUR SHOWINGS . 


An office boy can set 
it up ready to run in 
seconds! 


EASIEST TO THREAD... 


without interrupting patented “film cradle” 


for reel changes! 


CENTRALIZED CONTROLS... 
handy panel arrange- 


pampers film, too! 





UNCONDITIONALLY GUAR- 
ANTEED BY AMPRO... 


ment puts everything against defective ma- 


right at your finger- 
tips! 


terials and workman- 
ship! 


REPORT ALL NEW 


TECHNICAL 
* A complete registry of all existing technical and 
training motion pictures produced by and for busi- 
ness and industrial purposes is maintained by the 
Editors of Business ScREEN. Please notify us of any 


Serves Six Vital Management Needs 
Effectively, Easily, Economically! 





© Job Training © Personnel Relations © Product Marketing 
© Public Relations © Production Problems © Sales Training 


High-salaried executives and small businessmen alike agree that 
Ampro’s Stylist is the standout projector buy . . . and we've the 
letters to prove it! 

The amazing Stylist is so light that your secretary can carry it 
with ease—weighs only 29 lbs. And Ampro’s patented film cradle 
makes damaged film a near impossibility—threading is foolproof, 
too! Best yet, you can enjoy full hour showings without reel change. 
Add advantages like fast, easy set-up and simple centralized con- 
trols— you've got a lasting projector value by all comparisons. 

Put the Stylist to work on the six jobs listed above. § 7 oo 
Get the facts—fill out the coupon for today’s mail! 3 5°° 

Complete with 8” Speaker and Carrying Case 


-——MAIL COUPON! WRITE NOW!——- 


Ampro Corporation 85-1 

2835 N. Western Ave., Chicago 18, Ill. 

Rush me FREE illustrated literature on the 
amazing Ampro Stylist projector for industrial 


use ... also folder on Ampro Model 690 Power 
Speaker. 


AMPRO) 
Co TED 


Ampro 


AMPRO CORPORATION 
(General PrecisionEquip. Corp. Subsidiary ) 
8mm Cameras and Projectors 

Projectors « 6mm Sound-on-film 


State 
Tape Recorders 





AND TRAINING FILMS TO BUSINESS SCREEN 
new pictures completed, whether for internal or 
external use, so this listing can be maintained for 
the benefit of all. Address all notices to: Index 


of Training Films, 150 E. Superior, Chicago 11, Ill. 
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Food Chains Association Uses 

Lowly “Spud” to Tell a Story 

* The handling of food in retail 
chain stores is the subject of The 
Spud and You, sponsored by the 
NATIONAL ASSOCIATION OF Foop 
CHalns. It is not a story about pota- 
toes. The “spud” comes into the pic- 
ture when an aspiring “cub” is 
promised a reportorial job if he 
can dig up a front-page yarn out of 
the plebeian potato. At farms, fac- 
tories and food stores the story of 
modern food distribution unfolds. 


Caterpillar Drops Organized 
Classes for Sales Training 

* The CaTerPiLtar Tractor Com- 
PANY of Peoria, Ill., is suspending 
organized sales training classes in 
the Sales Training Division, and 
all other functions of the division 
are being transferred to the Sales 
Development Division, of which 
C. E. Jones has charge. Vice Pres- 
ident Gail E. Spain reported a sharp 
drop in requests for such training. 


This Film Has Greater Draw 

Than It Had Five Years Ago 

* The industry is familiar with the 
of Eternally Yours, 
sponsored by A. M. Byers Com- 
PANY, Pittsburgh, makers of wrought 
iron. What may not be known, 
however, is that the number of per- 
sons who saw the 16mm sound film 
in 1950 was 65 per cent greater than 
when the production was made five 
years ago, and that the audience 
total has increased each year. 

One hundred prints are in circu- 
lation today. The picture has been 
shown 2,000 times, to 190,000 per- 
sons, chiefly technical and _profes- 
sional groups, industrial plant per- 
sonnel, university engineering 
students and civic clubs. 

Thus, with no disturbance of mill 
routine, a host of “sightseers” has 
been guided through the plant-—by 
screen—and has seen in film the 
evolution and manufacture of the 
oldest ferrous metal for uses rang- 
ing from plates for smokestacks to 
pipe for snow-melting installations. 

National distribution is by Mod- 
ern Talking Picture Service, Inc., 
via 27 exchanges. 


success story 


Rerolled Rail Steel Statistics 

* Shipments of rerolled rail steel 
totaled 649,600 net tons in 1950, an 
increase of more than 40 per cent 
over the amount used in 1940. The 
total for last year, with November 
and December tonnage estimated, is 
from the Raw Steer Bar Assoctia- 
TION, as published in the “Iron 
Age.” and includes concrete bars, 
carbon bars and other products. 
The figures correct the amount 
given in discussion of the film Rail 
Steel in the World of Today, in 
Business SCREEN Issue Number 8. 
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ELIMINATE MOUNTING AND 
PICTURE HOLDERS WITH 


CBreacler 


VU-LYTE 


All copy is held absolutely flat on the 
VACUMATIC PLATEN of this ultra-modern 
Beseler VU-LYTE during projection, through 
suction created by a special fan. 

There is no need to spend time pasting 
and mounting copy—or inserting copy into holders. 
You simply introduce your copy onto the platen, 
and there it “stays put” without curl or flutter. 

As you handle the superb new VU-LYTE, 
you'll appreciate the exceptional advantages of 
this VACUMATIC PLATEN. It’s one of the 
exclusive Beseler developments that make the 
VU-LYTE the most modern and most versatile 
of visual teaching tools. 











Fan action of the Beseler 


VACUMATIC PLATEN* not Yes, Beseler explored every line in bringing 
mn donony mcg you a projector that gives top-notch results with 


rior of the projector unus- maximum ease and economy of operation. 
vally cool. 
For instance: 





FEED-O-MATIC* 
CONVEYOR— 





1, YOU CAN use the VU-LYTE in a partially- 

lighted room. Total darkness is unneces- 3 YOU CAN project a lighted arrow onto 
sary in order to obtain clear, sharp images any part of the illustration by means of 
and brilliant colors—because VU-LYTE pro- the new Beseler built-in POINTEX® POINTER 
vides extra illumination. —thereby pointing out details without leav- 
2, YOU CAN feed mixed or continuous copy ing the projector. 

through smoothly, without light flashes, 4. YOU CAN use VU-LYTE on an uneven 
by means of the Beseler FEED-O-MATIC* surface—project on small or large 
metal belt CONVEYOR. A full 8x11 page screens. In addition VU-LYTE is an amazingly 
POINTEX* letter or a postage stamp can be projected quiet and cool operating opaque proj 
PROJECTION POINTER with equal ease, without flutter. 

















a These advanced, exclusive features, plus others, are incorporated in 
P) a projector that weighs only 35 Ibs. and is reduced in price! 
Ask for a free demonstration of the precision built VU-LYTE in 
your own projection room and for more information reearding this 
truly new concept in opaque projection ask for booklet F 


CHARLES CSeacler COMPANY 


SS esr. teee 
60 Badger Avenue, Newark 8, N. J. 
The World's Largest Manutacturer of Opaque Projection Equipment 
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The oldest and most experienced 
laboratory 


16mm film 


43 YEARS AGO, (long before 
Clara Bow became the famous ‘'IT"’ girl), 
Hollywood Film was serving major producers! 


IN FACT, HOLLYWOOD FILM 
THE 16MM FILM INDUSTRY! 


4s the first commercial 16mm laboratory, Hollywood Film 
played a vital role in developing the l6mm industry in 


the home movie, commercial, and educational fields. 


Of all the existing film laboratories, only Hollywood 
Film can point fo a history of outstanding leadership 
since 1907! In that time, we have developed unex- 
celled technical ability plus the finest production facili- 
ties. Our modern electronic controls eliminate notching, 
make splicing invisible, provide brilliant sharp defini- 
tion, and guarantee perfectly balanced color and 
density prints. Our 43-year “know how” assures you 
highest quality prints at a price well within your 
budget. Try us and see. You will be delighted with the 
results. Send us your NEXT laboratory job 


IMMEDIATE SERVICE and PROMPT DELIVERY of any 
quantity. LOWEST PRICES consistent with fine quality. 
Quotations gladly given. FREE lab price list on request. 


COMPLETE 16MM LAB SERVICE 


Negative Developing @ Release Prints in Color 
or Black-and-White 
@ Free Projection Service 
Contact Printing @ Free Storage Vaults 
Kodachrome Reproductions 


Reversal Processing 


Reduction Printing 


@ Shipping and Receiving 
Free Editing Rooms Service 


FINEST 
LAB 
wWorRK 
SINCE 


fall HOLLYWOOD FILM ENTERPRISES, INC. 


6060 SUNSET BLVD. ° HOLLYWOOD 28, CALIF. 








NOW THERE’S A COMPLETE FARM 
*% Nearly 1,100 available free and low-cost motion 
pictures and slidefilms and their sources are listed 
in the new Farm Film Guide recently added to 
the Film Guide Library of Business Screen. Sent 


FILM GUIDE FOR REFERENCE USE 


postpaid at only 50¢ per copy (on receipt of stamps, 
coin, money order, or company check). Order your 
copy today from Business Screen, 150 E. Superior, 
Chicago 11. Discount on quantity orders. 


“Tommy Tucker" at Luncheon 
* A guest luncheon was the occa- 
sion for the premiere of The Case 
of Tommy Tucker, the Chrysler 
Corporation’s new screen approach 
to safety education. The Plymouth 
Division was host at the event on 
February 6 at the Blackstone Hotel 
in Chicago. 

* * 7 
Ad Women Plan Color Film 
* A sound and color film on Ad- 
vertising as a Vocation is to be 
sponsored by the WomMEN’s ADVER- 
Tisinc CLuB oF Cuicaco. Serving 
as consultants are authorities in ad- 
vertising and education. The film, 
for screening in schools, is to be 
made by Dallas Jones Productions, 
Inc., for showing by April in Chi- 
cago, with prints available to ad 
clubs in other cities. 


* * * 


Eye-Catcher Sales Aid is Theme 

* Point of purchase advertising as 
a contribution to retail sales is the 
message in Eye Catchers Are Sales 
Catchers, 15-minute color and sound 
slidefilm newly produced by the 
Point OF PURCHASE ADVERTISING 
INSTITUTE with the help of a com- 
mittee of advertising and merchan- 
dising executives of national adver- 
tisers and editors. 

Inquiries on loan of the film 
should be addressed to J. Kingsley 
Gould, Executive Secretary, Point 
of Purchase Advertising Institute, 
16 E. 43rd St., New York City. 

” * * 

1,254,745 See Four Productions 
Of U.S. Home Economics Bureau 
* Some 1,254,745 persons in 18,466 
audiences last year saw four motion 
pictures sponsored by the BuREAU 
or Human Nutrition anp HoME 
Economics which are among re- 
leases of the U. S. Department .of 
Agriculture, and a fifth production, 
Something You Didn’t Eat, which 
the Bureau helped the Walt Disney 
Studios to make. The four Bureau 
films are Research for Better Living, 
Freezing Fruits and Vegetables, A 
Step-Saving Kitchen, and Truly 
Yours—The Dress That Fits. 

The Bureau has placed prints of 
some of these films in state film li- 
braries for loan and uses a selection 
of the subjects to show the 2,000 an- 
nual visitors at the Agricultural Re- 
search Center in Beltsville, Md., 
which conducts research on food and 
nutrition, textiles, and housing and 
household equipment. 

Extension Services and teachers 
of large groups, primarily in home 
economics, are the chief users of the 
films. Research for Better Living 
acquaints college classes and asso- 
ciations with opportunities in the 
Bureau’s fields. 
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WHY NOT 
A PICTURE WITH HEART 


To Tell Your Story? 


Promotional Films Company’s production “WITH THESE HANDS” 
has been an outstanding success in telling the story of men and women 
of the International Ladies Garment Workers’ Union in warm, human 
terms. It was originally planned to be shown only to members of the 


union, but on its merit as dramatic entertainment . 

© It played four weeks on Broadway as a theatrical feature. 

© It is now showing in theatres across the country. 

© It is playing an important part in our fight against communism 
in Europe. 

YOUR STORY CAN BE TOLD IN HUMAN TERMS 


Perhaps your public relations or training story needs to be told in just 


this way . . . in terms of real people . . . people with heart! 


INVITATION: Before planning your next film on human 
problems or achievements we'd like you to see “With These 


Hands.”” Why not write or telephone today for a screening? 


PFC 


PRODUCTIONS 
RAD RRR = 


Promotional Films Company, tne, 


149 WEST Sist STREET . NEW YORK 19 N.Y. » PLAZA 7-3351-2 


“BEST THING OF ITS KIND” 
—New York Post 


... IMPRESSIVE DOCUMENT” 
—New York 


“INTERESTING AND MOVING” J 
—New York Herald T: 


“RICH IN DRAMA — EXCELLENT” 
—C 
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.-.- HOUSTON-FEARLESS 
PROCESSING EQUIPMENT 
PAYS OFF HANDSOMELY 


Tr... demand for fast, dependable, quality 
motion picture film processing is rapidly in- 
creasing in every community throughout the 


It is self-contained, entirely automatic and easy 
to operate. Complete refrigeration, re-circulat- 
ing systems, air compressor and positive tem- 


country, presenting an excellent opportunity 
for wide-awake film producers and local labora- 
tories. The Houston-Fearless Model 22 Devel- 
oper shown above makes it possible to provide 
this profitable service in your area with only a 


perature controls. Operates in daylight, han- 
dling the entire job from camera to screen. 

Model 22 is the same high Houston-Fearless 
quality that has been standard of the motion 
picture industry in Hollywood and throughout 
the world for 20 years. Other 16mm and 35mm 
Houston-Fearless black and white and color 
equipment toserve your particular requirements. 


moderate investment. 


This portable machine develops 16mm black 
and white, negative, positive or reversal films. 


Write for information on specially-built 


equipment for your specific needs. 


She 
HOUSTON 
FEARLESS 


* DEVELOPING MACHINES * COLOR PRINTERS « FRICTION HEADS 
* COLOR DEVELOPERS + DOLLIES TRIPODS + PRINTERS * CRANES 





Ce ifte vation 11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF. 


“WORLD'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT” 





A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 
Write today for complete details on the Film Guide 
Film Bookshelf Services 


These economical reference 


services have now been improved to meet your needs. 


Library and the Business 


available to subscribers. E. Superior, Chicago 11. Write today—don’t delay! 


Address: Film Guide Library, Business Screen, 150 | 


Accountants Armchair Tour 
Sees Textile Mills on Screen 


® Three sound films of the textile 


| industry were presented to a gather- 


ing of New York accountants Feb- 
ruary 6 to familiarize them with 
the work of fabric mills as it im- 
pinges on their profession. 

One week later those attending 
the showing, which was arranged 
by Michael A. C. Hume, director 
of education of the New York 
|\Chapter of the National Associa- 
tion of Cost Accountants, will par- 
ticipate in a forum session to be 
laddressed by John Trub of the 
S. D. Leidesdorf Company. 

The three films shown were Dear 
Miss Markham, in color, made for 
the Pepperell Manufacturing Com- 
pany; How Rayon Is Made, spon- 
sored by the American Viscose Cor- 
poration, and Wool, color film, 
Deering-Milliken & Company, Inc. 


Ad Agency Gives Businessmen 
Weapon to Fight Socialism 

* Providing an audio-visual weap- 
on with which businessmen of all 
levels may help to take the creep 
out of socialism and sell America 
back to the Americans was the pur- 
pose in making the color and sound 
slidefilm Land of the Free, the De- 
troit Adcraft Club was told at a 
luncheon by Hubert F. Roy of Ross 
Roy, Inc. His advertising agency 
made the picture as a public rela- 
tions tool for employes and com- 
munity. The approach is twofold: 
case histories of fallen nations and 
the story of a typical American 
family. 

“You have had many speakers,” 
Roy said, “who have demonstrated 
that we are going hell-bent down 
the one-way path to socialism. We 
knew that all would 
have to fight it if it was going to 
be licked, and we decided to make 
at least one tool available for them 
to start doing the job.” 

The speaker told the club mem- 


businessmen 


bers one company is showing the 
film to its 11,000 employes over 
a six-week period, and a depart- 
ment store has offered the program 
to every metropolitan Detroit 
school, is supplying it also to sub- 
urban and parochial schools, and 
has given two sets to the public 


library for loan to organizations. 


Ad Program Value Is Theme 

* How a company’s advertising 
program ties in with the sales de- 
partment and can affect each sales- 
man was the subject covered in 
sound slidefilm and motion picture 
supplementing an address before the 
Salt Lake Advertising Club by 
Georce B. FIncu, vice president in 
charge of sales development for the 
Jam Hanpy ORGANIZATION, 
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HERE AT LAST! 


America’s Finest 
Duplicating Film! 
ah sy 

ya, 


@ There’s only one way of discovering the NOTE... the finer detail 

superior quality of Duplicating Film 

TYPE 238. Compare it with any other 

film of its kind on the market today. ke NOTE . .. the cleaner, whiter whites 
Authorize your laboratory to print your 

next order on ANSCO TYPE 238. Then ke¢ NOTE ... the faithful color reproduction 
compare it... feature for feature . . . with 


the duplicating film you’re now using. NOTE... the high-fidelity sound 


Once you’ve tried it, you'll agree it’s 


the finest duplicating film in America Plus fast processing service through New York, Chicago 
today! and Hollywood. 


ANSCO, BINGHAMTON, NEW YORK. A DIVISION OF 


GENERAL ANILINE & FILM CORPORATION. “FROM RESEARCH TO REALITY.” 
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Send for 
“A Few Facts & 
About Audio” 


pws :DS 


“AUDIO PRODUCTIONS, INC 


PRODUCERS OF MOTION PICTURES 
630 NINTH AVENUE e FILM CENTER BUILDING e NEW YORK, N.Y. 
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ESPONSES From Business film producers 

throughout the country on the forthcom- 

ing Production Yearbook project of 
BusINEss SCREEN indicate the many important 
developments which have taken place in our 
industry during the past decade which includes 
the era of World War II. 

For example, the extent to which these experi- 
enced and responsible companies have pro- 
duced films for every conceivable kind of pub- 
lic service and governmental organization is 
being revealed in these authoritative survey 
returns. Nearly 4,000 individual reels of origi- 
nal production were turned out by less than 
fifty of the companies for the Armed Forces 
1942 to 
1945; thousands of additional reels have been 
produced by 


or war agencies during the period 


these and other companies for 
local, state and Federal agencies, health and 
welfare organizations, and for industrial train- 
ing, morale, and business communications. 
This is the backbone of the entire factual 
film industry in the United States; it is the 
sinew and fibre of our national strength im- 
proved through better understanding of the 
many complex facts presented in their films. 
As Henry Pathescope Produc- 
tions points out, “these big problems face our 


Luv 
NW 


Strauss of 


country today: individual man hour produc- 


tivity; shortage of material; and quality of 
work. Our industry has been operating in these 


areas on a wide scale these past five years, The national defense era exemplified in a still from 


What's New in 


PRODUCTION YEARBOOK 


“Epilogue” produced by Raphael G. Wolff. 


Business Films 


INDICATE 


“In addition to requiring knowledge of how 
to affect emotion via film, the prime requisite 
is an expert knowledge of industrial relations 
and of industry itself,” he says. 

There is no other comparable film industry 
anywhere in the world, outside these United 
States and Canada. We intend to reflect our 
pride in it with the solid substance of factual 
data, essential reference, and clarity of presen- 
tation that will, in the pages of this first annual 
Production Yearbook, clearly establish the value 


RETURNS PRODUCERS’ ESSENTIAL ROLE 
bers of their staffs, coincidental meetings of 
the Educational Film Library 


of the Department of Audio-Visual Instruction. 


News Items of Importance at Press Time: 


Association and T . . . ‘ 
' c * The Standard Oil Company (Indiana) is 
conducting a model Training Clinic for com- 


pany advertising and public relations repre- 


and extent of these companies and their services. 


National Education Association, have given the 


Film Producers Meet Raw Stock Problems 


annual affair a strong consumer flavor in the 


* Because practical makers of business and 
factual films have long been accustomed to de- 
livering the most for the customer’s film dollar, 
current raw film shortages have not yet made 
any serious inroads on factual film production 
or distribution. 


past. 


Principal manufacturers of audio-visual 


equipment in the Chicago area also take this 
occasion to hold their annual dealer meetings. 


Projection Equipment in Fair Supply 


sentatives at its Training Center. 
Heavy emphasis was given audio-visual mate- 
rials, now being widely used in the field by this 


company for a wide range of purposes. 


Chicago 


* Nominations for “distinctive achievement in 
documentary production of short subjects” by 


A noticeable tightening up on the Motion Picture Academy narrowed the final 


“Oscar” competition down to The Fight: Science 
Against Cancer; The Stairs; and Why Korea? 
Feature docimentary nominations included only 
two subjects; The Titan: Story of Michelangelo 
and With These Hands, the 1LGWU motion pic- 
ture (reviewetl in a recent issue of Business 
SCREEN). Ballots were to go into the mail for 
final selections on February 27. 


. apae . * Incidentally, supplie rojection equip- 
possible waste or duplication has been taking Incidentally, supplies of projection equi; 


place in both laboratories and studios, however, 
with all factors of the industry alert to any fur- 
ther cuts such as the contemplated DuPont slash 


ment and essential accessories continue to be 
available in fair quantity, despite impending 
National Production Authority 
Manufacturers generally es- 
timate that equipment needs will be taken care 
of with only slight delays for the next six 
After that, it was anybody’s guess as 


limitations on 


: . critical materials. 
of twenty-five percent in customer film alloca- 
tions, (X-ray and armed forces requirements 
were given as the reason for the DuPont short- 


yl months. 
age.) Much more concern was exhibited mean- = 


to the turn of events although it is generally 


while by Hollywood entertainment producers, 7 
: considered that any 


audio-visual equipment * The trustees of the George Eastman House, 
national photographic institute, have announced 
the formal opening ceremonies of the Dryden 
Theatre in Rochester, N.Y. on March 2, 1951. 
Lowell Thomas, author, world traveler, and 
news commentator, will be the principal speak- 
as between toys and industrial equipment, for er. Among guests of honor announced to date 
example. The DO (Defense Order) system of are Edward Steichen, 
ratings appears likely to be extended farther to 
cover this problem if manufacturers are unable 


the newsreels, and by TV stations which now : sie . 
; : needed for industrial training, employee indoc- 

consume a very large amount of 16mm stock 

for their filmed transcriptions of nearly every- 


thing being telecast, including the trash. 


trination, or civilian health and welfare pur- 
poses would receive first consideration by the 
NPA. 


no distinction is made as to civilian end use, 


At present, under existing metals orders, 
National A-V Convention Opens July 28 
* The 1951 


National Audio-Visual Conven- 


renowned _pictorialist; 
Merrill C. Meigs, vice-presidynt of the Hearst 
Corporation; and George B. Dryden of Evans- 
to get materials for production of more essen- ton, Illinois, whose contributed funds made 


tial goods. This would be a logical step. possible this model theatre. “ 


tion and Trade Show will again be held in 
Sherman Hotel, opening July 
28 and continuing through July 31. Primarily 


Chicago at the 


attended by visual education dealers and mem- 
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Public Relations 
Audio-Visual Clinic 


PROGRAM ON TUESDAY, FEBRUARY 27 


DVERTISING, sales, industrial and pub- 
A lic relations executives in the Chicago area 
and the midwest will be guests of the Chi- 
cago Chapter of the Public Relations Society of 
America on Tuesday, February 27, when that 
Audio- 


Visual Clinic day in the Terrace Casino of the 


organization sponsors its first annual 


Morrison Hotel. The “welcome” mat is out for 
midwestern ad and agency executives who wish 
to attend the program with a modest $5.00 all- 
inclusive fee the only charge. Robert Carey, 
PRSA vice-president, of the Bozell-Jacobs Ad- 
vertising Agency, is handling all guest arrange- 
ments. Ticket price includes luncheon and cock- 
tail as well as all meetings from 9:30 a.m. to 
5:30 p.m. closing. 

Participants in the day’s events include Mr. 
James Peddar, vice-president in charge of ad- 
vertising and public relations for the Dearborn 
Motors Corporation, who will present an inte- 
grated audio-visual program, “Salute to Agri- 
culture”; Nicholas Parrino, former picture edi- 
tor of NEWSWEEK and now head of the Photo- 
graphic Library of Cities Service Company, who 
will show and discuss this extensive facility: 
John Kettlewell of the Council on Candy; Sam- 
uel Austin of the Chicago Mercantile Exchange; 
Homer Huntington of the Poultry and Egg Na- 
tional Board; George Reitinger, public relations 
Tom Hope of 
General Mills; and executives of the Illinois Bell 
Electro-Motive Division, 
and the Lumbermen’s Mutual 


director of Swift & Company 


Telephone ( ompany ; 
General Motors: 


Insurance Company. 


“New Horizons for Sponsored Films” 

Frank Arlinghaus, president of Modern Talk- 
ing Picture Service, Inc., is the featured speak- 
er on “New Horizons for Sponsored Films” at 
the luncheon meeting 

The afternoon program will center on exter- 
nal or public relations material, including con- 
sumer education, institutional films, and com- 
munity relations whereas the morning sessions 
will mainly center on internal, industrial rela- 
tions, stockholder information, and employee in- 
formation programs utilizing all forms of audio- 
visual aids. The practi al aspect will be stressed 
in every instance, with specifi facts on costs and 
results to be given by participants from their 
extensive experiences with these media. 

The closing event of the day will bring execu- 
tives of all leading film producers into a panel 
discussion on “Client-Producer Responsibilities.” 
O. H. Coelln, Bustness SCREEN, is moderator of 
the producer-client panel 


Audio-Visual Equipment on Exhibition 

All types of modern audio-visual projection 
equipment will be displayed in a special exhibit 
area arranged for the Clinic by leading manu- 
facturers in the Chicago area. Guests will be 
supplied with a spec ial kit of literature. 

The Audio-Visual Clinic day, which originat- 
ed following the similar but very limited panel 
held at the PRSA annual convention in New 











York last December, is aimed to give the pub- 
lie relations and ad executives an overview of 
these potent tools for idea communication rang- 
ing from employee and public methods and ma- 
terials to television. An expected attendance of 
from 200 to 300 executives has been provided 
for by the sponsors. 


A New Heinz Company Picture 
Presents Story of “The Big Kitchen” 


Sponsor: H. J. Heinz Company. 


Title: The Big Kitchen, 26 min.. color. Pro- 
duced by Wilding Picture Productions, Inc. 


* It is good to be reminded that America is a 
land of plenty and that the farmer who grows 
our food and the processor who prepares it for 
our table both represent solid, forward-looking 
Americanism. In The Big Kitchen, which gets 
its name from the nationwide locations of the 
Heinz processing plants, the company brings the 
story of our agricultural economy down to 
cases by elucidating the values of processed 
foods in nutrition and thrift. 
Two Years in Preparation 

Both sponsor and producer (Wilding Picture 
Productions, Inc.) made a thorough job of it. 
Preparation 


began two years ago, and_ the 


“travelogue” covers Heinz factories and con- 
tributing farms from coast to coast. 

There’s the vinegar-making area of Virginia, 
with the Apple Blossom Festival at Winchester 
and the Shenandoah Valley with its national 
shrines. The company has come a long way 
since it began making its first product, horse- 
radish, and the harvesting of the horseradish 
crop about Muscatine, lowa, points up the fact. 
Tomato and baby food manufactures take the 
audience to New York, New Jersey, Pennsyl- 
vania and Ohio. At Bowling Green, center of 
Heinz research on tomatoes and other plants for 
pickles, are acres literally under glass. The 
camera moves on to California, the San Joaquin 
Valley and the Frontier Days celebration, and 
finally covers the Tulip Time observance at 
Holland, Mich., which is also called the world’s 
pickle capital. 

Available Through National Sources 


Through the branches of the Modern Talking 
Picture Service, Inc., The Big Kitchen will show 
to consumer groups including schools, associa- 
tions, women’s groups, granges and service or- 
ganizations, as well as to grocers, hotel and 
restaurant staffs and others in the business of 
handling foods. 


Annual Meeting of 
JAVA March 19-21 


AT CHICAGO’S EDGEWATER BEACH 


EMBERS and guests of the Industrial 
Audio-Visual Association, national or- 


ganization of sponsors of business films 
and related audio-visual media, will hold the 
annual meeting of that group at Chicago’s Edge- 
water Beach Hotel on March 19-20-21. In ad- 
dition to the national business meeting and 
annual election of officers, an extensive pro- 
gram of demonstrations, exhibits, film showings. 
and laboratory forums has been arranged for 
the three-day event. 

Special emphasis is being given the practical 
problems faced by business film users in this 
national defense era. A majority of these clinic 
programs and discussion forums will be open 
to guests representing other companies now 
using or contemplating film programs in busi- 
ness and industry. Members of those firms ac- 
tually providing audio-visual services and equip- 
ment, advertising agencies, and trade associations 
are not eligible for membership. 

Company film and TV representatives, not 
members of IAVA, but desiring further infor- 
mation on the Chicago meeting should corre- 
spond at once with Frank S. Rollins, E. R. 
Squibb & Sons, 745 Fifth Avenue, New York 
City, or with Donald Steinke, LAVA secretary, 
c/o Dow Chemical Company, Midland, Mich. 


Membership Review Forums Featured 


IAVA members will discuss such pertinent 
subjects as the effects of defense production on 
company film programs: publicizing the busi- 
ness film; tie-in promotion and related media 
for company film programs; and new develop- 
ments in film production technique. 

An Audio-Visual Projection Clinic in which 
members will demonstrate many unusual types 
of projection equipment now in use by their 
companies is another feature of the meeting. A 
demonstration of the potentialities of Phone- 
vision is another program event. 


Internal Status of Film Divisions 


“Where Does the Film Division Belong in a 
Company” is another subject scheduled for panel 
discussion. In addition, one program will be 
devoted to a series of interviews and demon- 
strations conducted by a large Chicago busi- 
ness film studio, Wilding Picture Productions, 
Inc., where members and guests will hear from 
a number of experts on production, procure- 
ment, and other related problems. 

A thorough review of all Washington develop- 
ments relating to audio-visual media including 
the production programs of the Armed Forces, 
instructional film research at Penn State Col- 
lege, distribution and utilization developments 
in the bases and camps, will also be reviewed in 
special short-course programs arranged for mem- 
bers and guests of the association. 

P-ominent personalities in the business film 
field will address several luncheon meetings 
scheduled during the session. These arrange- 
ments are under the direction of O. H. Coelln, 
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chairman in charge of program arrangements. 
Assisting in preparations for the Chicago meet- 
ing were IAVA president R. P. Hogan, W. M. 
Bastable, retired president; Frank Greenleaf, and 
John Hawkinson, treasurer. Don Steinke, Dow 
Chemical Company, is secretary of the national 
sponsor organization. e 


Modern Miracles of Die Casting Are 
Shown in New Doehler-Jarvis Picture 


Sponsor: Doehler-Jarvis Corporation. 


Title: The Shortest Way, 27 min., b&w, pro- 
duced by The Jam Handy Organization. 
* Although die casting is playing an increas- 
ing role in the manufacture of almost every 
type of hard goods, it is still in its infancy. 
“We acknowledge this,” Mr. H. H. Doehler, 
Board Chairman of Doehler-Jarvis, said re- 
cently, “but history has taught us that in times 
gone by there were such periods as the Stone 
Age, Bronze Age, Iron Age, and the age of 
today, Steel. 
to see the age upon which we are embarking 
now turn out to be labeled the Light Metal 
Age.” 


I shall not be greatly surprised 


Prepared to Exceed War Records 


During the conversion of industry to war 
materials production the die casting industry is 
prepared to far surpass its excellent record in 
World War II. During 1941-45, the Doehler- 
Jarvis Corp. produced some 9,300 components 
for the military machine. Its products can now 
be found in thousands of items of every day 
use in homes, motor cars, offices and factories. 

Graphic evidence of die casting’s progress 
in industrial production is shown in a new mo- 
tion picture, The Shortest Way. It shows how 
raw materials are made into finished products 
in a matter of seconds. 

Beginning at the basis for the process, molten 
alloys of aluminum, zinc, magnesium or brass 
are shown being forced under pressure into a 
steel die. This sometimes completes the prod- 
uct at one step, or the castings may be finished 
by trimming, plating or buffing. 


Wide Range of Products Are Shown 


End products are shown, from such things as 
projectors, slide viewers, cameras and editing 
machines to washing machines, gas pumps, elec- 
tric trains, typewriters and kitchen appliances 
Proudest accomplishmenis of Doehler-Jarvis are 
shown as the one piece casting of an automo- 
bile door and the group of close tolerance cast- 
ings which are essential housings of Hydra- 
matic, Borg-Warner, Dynaflow and Ultramatic 
automatic transmissions. 

The Shortest Way was made for the use of 
technical societies, users and prospective users 
of die castings, product engineers, technical stu- 
dents and other groups interested in modern 
manufacturing processes. 

It may be procured from sales or plant man- 
agers at Doehler-Jarvis plants in Toledo, Ohio; 
Pottstown, Pa.; Batavia, N. Y.; Chicago, IIl. 
and Grand Rapids, Mich., or from Doebler- 
Jarvis Department of Public Relations, 386 
Fourth Avenue, New York City. 
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FLAHERTY FESTIVAL HONORS 
“FATHER OF THE DOCUMENTARY” 


* Members of the Screen Directors Guild made 
history on two counts last month when they 
staged the Flaherty Film Festival in honor of 
“The Father of the Documentary” pioneer film 
maker Robert Flaherty at New York’s Museum 
of Modern Art. It was the first one-man cinema 
show ever staged in America; it was also the 
first time all of Flaherty’s great films have been 
gathered together for one three-part showing. 
The Festival was held to packed houses on Jan- 
uary 9, 10, and 11. 

Mr. Flaherty appeared each night to discuss 
his films with the audience and on the closing 
night he was presented with a special award 
and a paid-up life membership card from his 
fellow members of the Screen Directors Guild. 
The citation read in part “his example serves as 
a beacon light . . . to elevate the art and craft of 
our profession.” Moderators of the Festival were 
Gilbert Seldes, author and critic, and Dr. Charles 
A. Siepmann, N. Y. University Film Library. 


CHRISTOPHER FILM IN DEMAND 
“YOU CAN CHANGE THE WORLD,” famed mo- 
tion picture rendition of Father James Kel- 
ler’s inspirational message to Americans 
(note cast below), is in its second thousand 
prints sold and in use by audiences through- 


out the ceuntry. 





IN THE PICTURES 


ABOVE: Famed film maker Rob- 
ert Flaherty (center) receives 
Certificate of Honor of the 
Screen Directors Guild from 
SDG president Jack Glenn at 
recent Flaherty Film Festival; 
to the left is Paul Falkenberg, 
SDG Forums chairman. LEFT: 
4 famous still photographer, 
Margaret Bourke-White, greets 
the father of the documentary 
film at the recent Flaherty Film 
Festival where she joined with 
other well-known personalities 
in paying homage to the veteran 
cinematist. 


DRIVER EDUCATION FILM PREVUE 
GENERAL MOTORS’ driver education film series 
was previewed in Los Angeles under the aus- 
pices of Don M. House, president of local GM 
Club. Shown below (1 to r) Marshall Cran- 
shaw, LA schools; Mr. House; Henry Clark 
and Tom Cullen of GM companies; and Dr. 
T. W. Forbes, UCLA Institute of Truffic. 
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PHOTO LIBRARY: 


Public Relations Asset 


QUALITY AND SCOPE OF MATERIALS EARN DIVIDENDS 


FOR THIS SYSTEM-WIDE 


YEAR Anp A HALF AGO the Cities Service 

Company began an earnest campaign to 

familiarize some 25,000 employees, located 
in forty states and in Canada, with the far flung 
activities and greatly expanded facilities of the 
Cities Service system. The Company’s problem 
was somewhat unusual. In the old days, Cities 
Service had been engaged in many diverse types 
of businesses and operations, and was associated 
in the minds of the general public, as well as 
many of its own people, principally with elec- 
tric utilities. Cities Service had gotten out of 
the electric utility business during the forties, 
and since then has concentrated almost exclu- 
sively upon oil and natural gas. Its operations 
in oil and natural gas had always been exten- 


CITIES SERVICE PROJECT 


sive, but were scattered over a wide range and 
split up among many subsidiary companies 
which were, and still are, largely autonomous. 
There was very little understanding even with- 
in some segments of its own family about the 
true character and extent of the overall busi- 
ness, 

Many devices were brought into play to cor- 
rect this situation. One of these—and a most 
important one—was the building of a system- 
wide photographic project. Within the last 18 
months Cities Service has created in its head- 
quarters building, Sixty Wall Tower, in Man- 
hattan, a photographic library and display room 
which is attracting a good deal of attention and 
in the building of which it has done quite a 


A “Picture Ideas for Business” 
Feature on Functional Photography 


Left: “Storage Spheres” by C. E. Rotkin 


A Cities Service Company Picture 


bit of pioneering. The project is under the 
direction of Merle Thorpe and Paul Hodges, 
Director and Assistant Director of the Business 
Development Department of Cities Service. 

This library now consists of some 13,000 
black and white negatives, and 3,000 color 
transparencies, gathered by photographers of 
national repute who, to get them, have traveled 
more than 35,000 miles from the Rockies to 
the East Coast and from Northern Canada to 
Central Mexico. 

As photographs began to flow into the office 
from the field, two problems were immediately 
apparent in this new operation. 


Gold Mine for House Publications 


It was obviously impossible for the photog- 
raphers to do an adequate job of identifying 
and captioning the material. So the Company 
adopted the policy of sending along an editorial 
man with each photographer. The results have 
been amazingly gratifying as to the accuracy of 
all the descriptive material. In addition, there 
developed a gold mine of editorial material for 
eight company and employee publications [ house 
organs], for publicity releases, promotional bro- 
chures and other literature, and for scripts for 
sound slidefilms and motion pictures. 

The second principal problem had to do with 
making the photos available for a wide range 
of uses, and for Cities Service offices through- 
out the country. It was obvious from the start 
that drawers full of prints would be so many 
dead ducks unless a system were devised where- 
by individual prints could be selected and made 
available quickly. 


Pictorial Quality First Objective 
One thing the Company resolved to avoid at 
all costs was the assembling of just another 
batch of nuts and bolts photographs. Much in- 
dustrial photography is pretty bad, usually taken 
according to engineering specifications without 
much regard to artistic excellence or quality. 


CITIES SERVICE PHOTO LIBRARY in Manhattan, 
showing exhibit in visitor's gallery. 








Cities Service determined to build a good solid 
core of quality, at the expense of quantity, and 
it has never had any reason to regret that de- 
cision. 

The next step was to set up in the headquar- 
ters building at Sixty Wall Tower a display 
room to exhibit the enlarged black and white 
and color prints. Hundreds of employees in the 
New York area have visited this room, the sales 
force brings customers into it regularly, and a 
Directors meeting was held there last month, in 
the midst of visual evidence which showed where 
the Company’s investments have been and are be- 
ing made for new facilities and expanded opera- 
tions. 


Facilities Help Improve Service 


It has been arranged, by means of sliding 
curtains, to use one end of the display room as 
a projection room with equipment available for 
the showing of motion pictures, slides and sound 
slidefilms. Nicholas Parrino, formerly Photo- 
graphic Editor of Newsweek Magazine, who is 
superintendent of the Photo Library, designed 
and had built a special projection bar with am- 
ple space for projection equipment storage facili- 
ties, and with a large light box upon which a 
whole strip film in sequence can be laid out. This 
is a tremendous help in planning sound slide- 
films. 

While all of this sounds simple, the tough job 

the key to the success of the enterprise—is 
the system devised by Nicholas Parrino for iden- 
tifying. cataloging, filing and making available 
both prints and negatives. No attempt is made 
to keep on hand a large-number of prints. All 
black and white negatives are filed with a pro- 
fessional laboratory. This firm is prepared to 


deliver, within two or three hours notice, prints 


made up fresh from the original negative. 


Albums Used for Print Selection 


Of the total 13,000 or 14,000 black and white 
negatives, about 3,500 have been selected which 
are reproduced in the form of contact prints, 
pasted up in reference volumes. 

Each contact print bears a number and on 
the left hand page appears the same number 
with a fairly complete caption for each of the 
prints. The contact books are kept more or less 
chronologically with divisions for exploration, 
production, refining, transportation and market- 


FOUR BASIC DISPLAY BOOKS house a selection 
of best pictures available in 9 x 11 prints. 





PROJECTION AREA at the Cities Service Photographic Library includes 
a light table where color subjects may be studied and assembled. 


ing. Selections of top quality prints in 9 inch 
by 11 inch size are put up in leather bound dis- 
play books. 

Thus, anyone who wishes to see what is avail- 
able can do so very quickly and easily, by mere- 
ly running through these books. He then orders 
by number on special order blanks; the order 
is telephoned to the laboratory, and within two 
or three hours (except where mass production is 
concerned) new prints are delivered to the desk 
downtown, or directly to the customer. 


Color Duplicated in Black & White 


All color transparencies are kept on file in 
the Photo Library at Sixty Wall Tower. On the 
frame of each slide is stamped a number. These 
numbers then correspond to black and white 
contact prints which are made up from the color 
transparencies. This enables the Photographic 


COLOR TRANSPARENCIES are kept in specially 


designed drawers in the Photo Library. 


Department to refer readily to all of the color 
work available and provide immediate caption- 
ing. So far as can be discovered, this is a new 
procedure and it has proved very successful. In 
order to make selections of color from color, it 
is necessary to go laboriously through a file over 
a light box. 


Division Offices Also Give Service 

When the person making the selection decides 
that the file contains something he wants, it is 
shown first in black and white; the transparen- 

» next placed over the light box and then 
projected if the visitor wants them enlarged. 

It is important to note that the photographs 
from the files are available not only from Sixty 
Wall Tower, but at various division offices 
throughout the Cities Service system. This is 
(CONTINUED ON THE FOLLOWING PAGE) 


190 COLOR SLIDES are displayed in this impres- 
sive light box arrangement. 








END USE: pictorial book prepared from ma- 
terial in the Photo Library for recent dedica- 
tion of the new Compound and Blending 
Plant at Chicago. 





Picture Public Relations 


(CONTINUED FROM rHE PRECEDING PAGE) 


possible because adequate sets of boih contact 
and display books are made available to various 
offices. This availability has proved invaluable, 
specially in he production of promotional lit- 


erature by their various subsidiary companies. 


Here Are Some Recent Results 


To date, about a year and a half afer the 
project was started, Cities Service has supplied, 
without charge, some 25,000 photographic prints 
to member companies and to various publica 
tions. More than several thousand were supplied 
to newspapers, nearly 2,000 to oil and gas trade 
publications, about 700 to picture syndicates 
and feature services, and about 500 to display 
exhibit builders, 200 to United States Govern- 
ment agencies. More than 1.000 more went out 
300 to educa- 


tional institutions, and about 700 to advertising 


, 
to general magazines and about 


agencies. In every case, these photographs were 
supplied at the request of these publications or 
xem 1¢s 

A very careful record is kept, so far as is 
feasible, of the uses to which the photographs 
are pul. Every time a new photograph is made, 
a card is made up for it and put in the files. 
Thereafter, 


corded on the card 


all uses of that photograph are re- 


Rich Field for Industrial Photography 

All in all the Photographic Library has pro- 
vided Cities Service with an outstanding publ « 
relations medium. On the basis of its short but 
intensive experience, the Company is convinced 
that there is a vas! field for the use of good in- 
dustrial photography in offering a better under- 


standing of the American Free Enterprise sys- 


tem. Incidentally all the pictures for this article 
are from the Cities Service Photo Library. e 


Radio-TV Makers Hold Town Meetings 


DEALER SCHOOLS ARE POPULAR DESPITE SEESAW MARKET CONDITIONS 


* A nationwide cooperative project to educate 
every radio and television dealer in solid busi- 
ness practice and merchandising, with four sound 
slidefilms as the focus of attention, has armed 
the retailers with the-latest selling and operating 
weapons for the period ahead. 

Because of unforseeable international de- 
velopments after the program went into opera- 
tion, instead of the sixty Town Meetings origi- 
nally planned it was expected that the fiftieth 
meeting, that in Cleveland February 14th, with 
sixteen local distributors participating, would 
be the last. 

The uniform success of the project is reflected 
by a roundup of reports to the campaign’s com- 
mittee on average audiences in 31 cities and 
the average number of dealers and dealers’ 
salesmen who attended in 28 cities. The figures 
point to an overall audience of 10,000 in 50 
cities, 6,700 of them dealers and their salesmen. 
Ninety-four per cent of committee chairmen 
wrote that distributors were happy over the re- 
sults, and 97 per cent of the chairmen said they 
planned further use of the films and records. 


Manufacturers Saw Sales Resistance 

The decision of seventeen large makers of 
television sets to launch the educational program, 
with the joint sponsorship of the Radio-Tele- 
vision Manufacturers Association, was prompt- 
ed by a long-distance view of the selling job 
ahead when practically every American home 
will have a set. Then competition will sharpen 
to an even keener edge than it has today. 

Coupled with the future’s call to aciion now 
were some statistics. More than half of the radio- 
television dealers in the land have been in opera- 
tion three years or less, the survey showed, and 
67.5 per cent of businesses that fail have been 
started within five years. All this in a boom 
market. 

Analysis showed many amateurs among the 
dealers, with G.I. loans as starters, their own 
credit too thin, customer credit too thick, guar- 
antees of service unfulfilled. 

The manufacturers’ association, having de- 
termined to do something about it, but on a 


These radio and TI 


cooperative and non-competitive basis, adopted 
the recommendation of a study group that the 
program follow the basic lines of the Town 
Meetings of Radio Technicians which the asso- 
ciation had sponsored in 1948 and 1949, on 
servicing television. 

The eagerness with which most service shop 
proprietors greeted that program encouraged 
the adoption of the all-out campaign to help 
dealers. 


Size of Meetings Affects Results 


Whether to have a series of small meetings in 
a city or one large gathering depends upon the 
objective of the planners of similar projects. In 
the radio -television program, S:n_ Francisco 
found a series of small group meetings success- 
ful. In Philadelphia, where 700 dealers gathered 
and more than 200 additional applications could 
not be accommodated, an all-day meeting was 
held, with a panel discussion following the show- 
ing of each film. In Los Angeles the attendance 
exceeded 1,200. Cleveland decided upon the San 
Francisco pattern. The national committee em- 
phasized the large single meeting as an interest- 
stimulator, while conceding that a series of small 
group sessions was more effective for educational 
purposes. 

Timing is all-important, when the future is 
predictable. When shooting began on the radio- 
television films, a buyers’ market at year-end 
because of over-production was in prospect. Then 
came the Korean invasion and “panic-buying.” 
Dealers were more concerned over getting mer- 
chandise than learning sales techniques. This 
multiplied the problem of building interest in 
the Town meetings. Came Regulation W and the 
controversy over color, and the importance of 
the original purpose returned to the fore in the 
minds of some leaders. When sales began a 
sharp decline in November, the program was 
already near completion, and impending limita- 
tion of set production brought the decision not 
to press for meetings not already arranged. 

Among conclusions reached that are applicable 
to campaigns of a similar nature are these: 
Sudgets should provide for follow-ups, to see 


dealers attended the “Town Meeting” at Boston last fall. 
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that the original local plans are carried out; 
considerable attention should be given to the 
“live” part of the meetings as well as building 
audience; arrangements should insure good am- 
plifying and lighting and proper handling of the 
films; material should be gauged to the average 
audience level. 

Replies to the general committee’s question- 
naires showed the following preference rating 
of film subjects, provided sufficient sets can be 
supplied to meet public demand: (1) sales, (2) 
service, (3) merchandising, (4) business man- 
agement. If a war economy reduces supply be- 
low demand, subject preference reported is in 
this order: service, management, sales, merchan- 
dising. 

The decision to build the dealers’ Town Meet- 
ings on screen messages was a logical adapta- 
tion of the fact established by experience that 
the slide film drives home its points with a one- 
two punch. 

There were plenty of precedents for the mer- 
(CONTINUED ON 


PAGE FORTY-EIGHT) 


{ scene from “You're the Doctor” 


FMD: “Doctor of Farm Machinery” 
Presented in Ethyl Corporation Picture 
Sponsor: 


Title: You're the Doctor. Produced by Audio 
Productions, !nc. 


Ethyl Corporation. 


*% Skilled mechanics in the service departments 
of farm equipment retailers account for a good 
amount of the “healthy horsepower” which is 
so abundant in this country. 

How they do their jobs 
job on a tractor engine 


specifically, a valve 
is the subject of this 
film. But of equal importance, as the picture 
brings out, is the position of responsibility 
which these men hold in the story and progress 
of American Agriculture. 

In company with the country doctors in rural 
communities who help to keep our farmer-citi- 
zens supplying “healthy manpower” to their 
daily tasks, these men have also dedicated 
themselves to service in the expert maintenance 
of full performance for farm machinery and 
equipment. 

While this motion picture comprises to a 
considerable degree a training film for tractor 
dealers to show to their employee-mechanics, it 
is as well a tribute to their work and skill. 
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Dealer Benefits in National Advertising 


A GOOD NEW TEXACO FILM DEALS WITH SUBJECT IN HUMAN TERMS 


Sponsor: The Texas Company. 
Title: An Introduction to Meadville. Produced 
by Audio Productions, Inc. 


* A new and provocative motion picture treat- 
ment of a controversial subject that has been 
argued back and forth for years has just been 
released and is causing quite a stir in advertis- 
ing circles. 

Most manufacturers of consumer products 
having nation-wide distribution through local 
dealers are faced at one time or another with 
the problem of demonstrating the effectiveness 
of network radio and television, national maga- 
zines and outdoor advertising to their dealers 
and retail outlets. This picture was written and 
produced for The Texas Company by Audio 
Productions, Inc. to prove to the Texaco Dealer 
the importance of Texas Company national ad- 
vertising in his day-to-day success and the re- 
sults at the local level of twenty-five years of 
national advertising. 


Shows Applications of National Ads 


While the picture was designed only with 
the thought of dealer meetings in mind, it has 
already indicated its usefulness as a public re- 
lations and dealer recruiting medium. It also 
qualifies as a training film in that it demon- 
strates to the dealer the means and methods of 
merchandising national advertising with the 
customer. 

The Advertising and Sales Promotion depart- 
ments of The Texas Company, Erwin-Wasey, 
Cunningham and Walsh, and Arthur Kudner 
advertising agencies, the Magazine Advertising 
Bureau, the Outdoor Advertising Association 
and the National Association of Broadcasters 
all worked closely with Audio’s writing and 
production staff in preparing information in 
support of the story. The film was made under 
the personal direction of Mr. Don Stewart, Ad- 
vertising Manager, and Mr. Jasper M. Gregory, 
Sales Promotion Manager of The Texas Com- 
pany. The production was supervised by Mr. 
Raymond Apy, Assistant Sales Promotion Man- 


MEADVILLE’S SINGING CLUB renders the Texaco 
film’s theme song “For Your Name is Judson 
Brown” in friendly greeting. 


ager, and Mr. James F. Coogan, Assistant Ad- 
vertising Manager of The Texas Company. 
The film has an original music score in which 
part of the story is told in song by a male quar- 
tet, the main part of the story being carried 
both by live sound and off-screen narration. 


Cast of Professionals Featured 


The cast of eighteen people includes Ed East, 
one of the original “Sisters of the Skillet,” and 
famous for many other radio and screen char- 
acterizations. The lead is played by William 
Adler, a star of the Barter Theater and such 
television programs as Studio One, Suspense 
and Famous Jury Trials. In supporting parts 
are Viola Frayne, well known Broadway star 
who played the role of Vinnie opposite Louis 
Calhern in “Life With Father,” and Jackie 
Scholle, now playing in the Broadway produc- 
tion of “Peter Pan” with Jean Arthur. Both 
Milton Berle and Sid Stone appear in the film, 
and on the sound track the voices of Milton 
Cross and Ted Husing are familiar to the audi- 
ence. 


Told in Terms of Everyday Living 


From a technical standpoint the film leaves 
little to be desired, but perhaps even more 
notable is the manner in which a somewhat 
abstract subject is brought to life with warmth 
and intimacy in terms of human experience. The 
experience is that of a young man who, with 
his family, moves into a new and strange com- 
munity where he, as owner, is to operate a new 
Texaco service station. A comple'e stranger, 
he embarks on a new life with all the fears 
and misgivings with which such an experience 
is fraught. Finding the job of building a busi- 
ness in a strange community not so difficult 
as he expected, he discovers that he is really not 
a stranger, that twenty-five years of national 
advertising by his company has already intro- 
duced him, made a place for him and created 
the firm foundation on which his success will 
be built in his home town. o 


THE BROWN FAMILY takes a first look at Mead- 
ville where Judson Brown is to make his fu- 
ture business career. 





Merchandising Techniques Via the Sereen 


NEW PICTURES HELP IMPROVE DEALERS SALES PROMOTION 


HE SPREAD between new product devel- 

opments and our national system of mass 

distribution has been successfully closed 
innumerable times by better communications via 
sound motion pictures and slidefilms designed to 
transmit company plans and policies from head- 
quarters to the farthest reaches of the distribu- 
tion line. 

In this month’s news of pictures, two fields 
which have made increasing and effective use of 
the visual medium are once again among spon- 
sors of merchandising films. The furniture in- 
dustry has a national dealer training 
and the liquor business has been a frequent and 


program 


successful sponsor of sound films. Both are 
represented in new pictures now in the field. 


“Enduring Modern” Shows Furniture 
Field Lasting Value of Modern Design 


Sponsor: Valley Upholstery Corp. 
Title: Enduring Modern, 15 min., color, pro- 
duced by Campus Film Productions. 


*% Point of this film is that modern furniture 
is as lasting in style and correct in fundamental 
design as the best examples of well established 
Valley 


many designed 20 years ago, are shown as be- 


period furniture. For proof, pieces, 
ing in as great demand today as they were 
when introduced. 

Valley Upholstery Corp. is a leader and pio- 
neer in the modern furniture field, has outlets 
in one or two exclusive stores in most cities 
east of the Mississippi. The new film Enduring 
Modern, has been used during the past fall and 
winter principally to introduce the new an- 
nual line to the trade. In addition, Modern 
Talking 
prints to audiences outside the furniture indus- 
try. 


Picture Service is now distributing 


Valley salesmen have been supplied with a 
complete kit of color slides (also produced by 
Campus Film Productions) in addition to the 
movie. While the motion picture introduces 
the whole line, for actual sales presentations the 
slides are used to permit longer inspection and 
discussion of each piece. 

Following a live sound introduction of two 
little girls planning their home of the future, 
the film shows striking examples of how the new 
line enhances various room settings, with actual 


POINTERS ON GOOD DESIGN are given in the new 
Valley film “Enduring Modern.” 


photographic scenes and color drawings. Famed 
designers Norman Fox McGregor and Peter 
Schladermundt are seen conferring on plans for 
the new line. 

The initial success of the film has been re- 
flected, not only by actual sales success in the 
field, but by the fact that Goodyear Tire & Rub- 
ber Company, makers of airfoam cushions, and 
a Valley supplier, has joined in promotion of 
the film. 


National Distillers Tells Dealers How 
to Handle Complex Sales Problems 
Sponsor: National Distillers Corp. 
Title: Doing Business on the Two Label Plan, 
28 min., color, produced by Films For In- 
dustry, Inc. 


* Before the war about 60° of the whisky sold 
in this country was straight. Owing to short- 
ages of supply during and just after the war, 
many well known straights were converted, un- 
der the same brand name, to quality blends. The 
current market shows that because of price rea- 
sons, and because of a shift in popular tastes, 
55% to 65% of whisky sales are in blends. 

Although there has been some indication that 
with stocks of aged straight whisky improving 
each year, many distillers will go all out in pro- 
motion of straights at the expense of blends, 
some (such as Paul Jones) are reluctant to aban- 
don heavy promotion of the current favorable 
blend market. 

One distiller who has figured a way to accom- 
plish added emphasis on straights without sac- 
rificing blends is National Distillers Corp. For 
marketed whiskies 
known as contract label brands under several 
different and locally popular names (Hill & Hill, 
Sunnybrook, etc.). Formerly straight Kentucky 
whiskies, National Distillers contract labels were 
converted to Kentucky based blends during the 
war. Now, to keep the excellent market the 
blends have established under their respective 


years, the company has 


names, and regain old customer preference for 
the brands as straights, National Distillers is 
producing both types of whisky under one name, 
but with two labels, yellow and white. 

To tell this story to wholesalers and their 
salesmen, National Distillers is relying on a new 
film featuring vice-presidents Sidney Hamilton 
and Eric Stainton. Both executives, who, inci- 
dentally do quite a good acting job—for Veepees 

take part in a little drama about the doubt- 
ful wholesaler, the good salesman “Sellwell” 
and the poor salesman “Hotshot.” 

The picture, which is necessarily “talky,” is 
interesting for its effective handling of a com- 
plex and delicate merchandising problem. 


Story of the First Phone Exchange 


*% Photographed and sound-recorded by syn- 
chronous magnetic tape on the new sound stage 
of Rotas Stuptos in Sandy Hook, Conn., a 45- 
minute film, Telephone Pioneers, dramatizes the 
first commercial phone exchange at New Ha- 
ven, in 188. The picture was made for the 
Southern New England Telephone Company. 


BEN HARDESTY, National Bait and Fly- 
Casting Champion appears in “Fishin” 
for Fun,” sponsored by Fisher Body. 


The Sports Screen 


GROWING LIST OF GOOD PICTURES 
PLAYING TO NATIONWIDE AUDIENCE 


OPULAR among males throughout the land 
P:.. the numerous sponsored films on sports 

subjects circulating to all kinds of audience 
groups. These include the two Nash subjects 
Hunting in Alaska and Fishing in Alaska; Olin 
Industries’ Pheasants Galore, Whistling Wings, 
and Realm of the Wild; and Canada Dry’s Mak- 
ing of a Yankee, all distributed by Modern Talk- 
ing Picture Service to record-breaking audiences. 
Here are some new additions to the sports film 
library now available for showings: 


This is Really ‘Fishin’ For Fun” 
Sponsor: Fisher Body Division, General Motors 

Corp. 

Title: Fishin’ For Fun, 20 min., color, pro- 

duced by Sound Masters, Inc. 
* To think a producer gets paid for making 
a picture like this! Actually, no film this much 
fun could be made for just money. Sound 
Masters’ location crew could never have had 
it so good. It’s a happy movie all the way 
through. 

If you're a fisherman, or even if you're not 
one, this is the picture you've got to see, for 
never before has there been one like it. These 
fish are as cooperative for the cameraman (and 
tricky to the angler) as if they held Equity 
cards and were leaping on union scale. 

Although National Fly Casting champ Ben 
Hardesty is the featured player, brown, rain- 
bow and brook trout, small and large mouth 
bass, sailfish, bonefish and tarpon are the real 
stars in the picture. 

Fishin’ For Fun runs the whole gamut of 
piscatorial thrills. Hardesty nets a beautiful 
Rainbow in Northern Michigan, bass in New 
Jersey, several sails off Miami, bonefish in the 
Florida bays and finally, as the topper, tarpon 
on a fly rod up the Shark River in West Florida. 
At this point narrator Ted Husing sounds, as 


> 


BUSINESS SCREEN MAGAZINE 





Fred Allen has said, “like a fellow locked in 
the men’s room,” but his excitement is justi- 
fied; this frantic tarpon is a born ham and 
photogenic as well. 

Color is exceptionally soft on this film, giving 
a much more realistic and attractive picture 
than average Kodachrome, or Commercial Ko- 
dachrome (which this is), especially on water. 

Fisher Body has modestly limited its credits 
to one mention in the title. The picture will 
join the division’s own film library. 


Safety Lessons for Young Shooters 


Sponsor: The Sporting Arms and Ammunition 
Manufacturers Institute. 


Title: Shooting Safety, 23 min., color, produced 
by Sound Masters, Inc. 


* When should an enthusiastic young sports- 
man be allowed to possess and use his own 
gun? According to a new film, Shooting Safety, 
not before he has learned to use it safely under 
all conditions. 

How youngsters can be taught to use a gun 
safely is the story of Shooting Safety. One fa- 
ther, deliberating his son’s request for a gun, 
sets in motion a plan for teaching many other 
young people of the town. Not only parents 
but the local gun dealer, policemen and teachers 
all cooperate in setting up a class in safe gun 
handling and marksmanship. 


A Who’s Who of Bowlers in Action 


Sponsor: The National Bowling Council. 


Title: America Bowls. 23% min. Produced by 
the Atlas Film Corporation. 


* Institutional as well as semi-technical in 
treatment, America Bowls is basically a promo- 
tion motion picture for the proprietors of bowl- 
ing establishments. The consumer approach is 
both in the demonstration of the sport’s wide- 
spread appeal and in the performers top- 
notchers of the pins. 

The 16mm production, which was shot by the 
AtLas Fitm Corporation at Chicago’s Gateway 
Lanes, presents the steps necessary for the novice 
to become a good bowler and then shows ex- 
perts demonstrating their own techniques in 
holds and deliveries. 

Distribution is by the Council through the 
Atlas Film Corporation, 1111 South Blvd., Oak 
Park, Illinois’ business film studios. 


NED DAY BOWLS as the camera crew focuses 
down the lanes for the film “America Bowls.” 


NUMBER 1 


The scent of game and 
the lure of the open 
field are joined in this 
study of outdoor life 
from the new l6mm 
film “Tar Heel Wild 
Life” 


North Carolina. 


sponsored by 


“TAR HEEL WILD LIFE” brings the camera into 
focus with this denizen of the woods. 


Wild Life Is An Important Resource 


Sponsor: Wild Life Resources Commission, 
State of North Carolina. 


Title: Tar Heel Wild Life, 25 min., color, pro- 
duced by MPO Productions. 


*% Wild life resources are more than a pic- 
turesque asset to the people of a state. They 
represent the basis of a going industry today 
and a huge investment in the future. 

This is the message of a new film recently 
released by the North Carolina Wild Life Re- 
sources Commission which will be seen by as 
many of the state’s four million people as can 
possibly be arranged. Every school child will 
see the picture, and theatres, clubs, and every 
other adult group will be urged to screen it. 

Tar Heel Wild Life is a thorough pictorial 
round up of the conservation situation in North 
Carolina today. It shows what steps are being 
taken to preserve natural wild life resources and 
foster greater reserves of living things. It 
covers forestry, animal, bird and fish life and 
soil erosion, shows what typical Carolinians 
think of their state’s wild life assets. 


“Ain’t no place to hide down here,” one man 
says, echoing the words of an old spiritual. With 
no large cities, North Carolina is one of the 
most populous states per square mile in the 
country. The film shows how extensive farm 
development and lumbering operations have 
been reducing the places where wild life can 
live for many years. Former clear streams have 
been polluted, driving out fish. 

On the credit side, however, the film makes 
it clear that Tar Heels are recognizing the de- 
pletion of wild life and taking rapid steps to 
provide natural refuges for wild life preservation. 

Live sound sequences made by portable tape 
equipment mounted in a jeep are but one ex- 
ample of how this film shows a professional 
approach to its problem rarely seen in state 
government sponsored motion pictures. 

For years to come, sport loving visitors and 
Carolinians, themselves, should find, as a result 
of this conservation campaign, the Old North 
State to be a better place to live, or to spend a 
holiday amidst the fields and streams. * 


GAME CONSERVATION is the theme of this North 
Carolina-sponsored color motion picture. 





Human Relations and the Screen: 


Four New Films: Each With a Mission 


VOLUNTARY FAIR 
ZIONIST 


EMPLOYMENT; 
FUND-RAISING 


HE EMOTIONAL IMPACT of the screen 
T: a powerful ally of good causes. Its value 

in human relations is demonstrated by 
many current examples of motion pictures and 
slidefilms used with telling effect for public wel- 
fare campaigns. This month brought four new 
examples of noteworthy and varied applications 
ranging from the subject of fair employment 
practices through the themes of public health 
education, Zionist fund raising, and the tenth 
addition to the film library of the Women’s 
Christian Temperance Union. 


The Case for Fair Employment 
Sponsor: Illinois State Chamber of Commerce. 
Title: /#’s Good Business, 272 slides (34 min.) 

35 sd., b. & W., produc ed by Francisco Films, 
Chicago. 


* The highly controversial subject of racial 
discrimination is temporarily quiescent at the 
nation’s capital but the Illinois State Chamber 
of Commerce is going ahead with its overall 
program of tackling the matter, from the stand- 
point of economics. The Chamber, convinced 


gate workers in its various plants. 


of many turning out skilled workers. 





PERIODIC HEALTH 
AND TEMPERANCE ARE THEMES OF FILMS 


FIRMS SHOW “IT’S GOOD BUSINESS” TO HIRE ON MERIT 


INTERNATIONAL HARVESTER doesn’t segre- 


CHICAGO'S DUNBAR TRADE SCHOOL is one 


EXAMINATIONS 


that the screen provides the most effective focus 
of interest of public and management, presents 
its case for voluntary, not legislative, solution 
of the problem with the slidefilm /t’s Good 
Business. 

At the preview in the Chicago studios of 
Francisco Films, which, it was announced, pro- 
duced the film at cost, Ormond Lyman, execu- 
tive vice president of the Chamber, and Loren 
K. Hutchinson, manager of its personnel and 
labor relations department, said that the mem- 
bership has expressed itself in favor of “con- 
crete action short of legislation” and that co- 
operative action by business, labor, religious, 
educational and civic interests has been un- 
precedented. 

This is the first screen endeavor of the IIli- 
nois Chamber but more will follow if results 
parallel the widespread interest indicated by 
advance requests for showings, according to 
Robert James, association publicity director. 


The cooperation of Chicago newspapers in 


(CONTINUED ON PAGE FORTY-FIVE) 


CARSON PIRIE SCOTT & CO. places capabil- 
ity as a prime requisite for office jobs. 


R. H. DONNELLEY figures that skill doesn’t 
depend on race or religion. 





COMPANY EXECUTIVES discuss the “Good Busi- 
ness” hiring people on the basis of ability: 
a scene from the new Illinois Chamber visual 
program now available in that state. 


Vermont’s State Department of Health 
Promotes Local Medical Checkups 


Sponsor: Department of Health, State of 
Vermont. 

Title: At Our House, 10 min., b&w, produced 
by Promotional Films Company. 


* This story is a little drama about a typical 
family with a great deal to live for. A wood- 
working business they have started is prosper- 
ing, everyone seems to be in good health and the 
future seems secure. 

As they start lunch one day, the radio an- 
nounces that all people in the town are urged to 
go to the health center for a multiple health 
screening check-up. Father protests at the waste 
of time for such a healthy family as they, but 
mother prevails and they shut up shop and go. 

Everyone but father comes through the tests 
in fine shape, but even luckier for him, his pre- 
vious undiscovered diabetes is recognized in its 
earliest stages. His doctor assures him he may 
live a normal life to a ripe old age because it 
was discovered and treatment begun early. 

It’s a very simple story, but an effective one. 
Dramatic, but lacking in the cloying hokum 
many times reserved for the “simple family 
drama.” Much of this is due to honest por- 
trayals by the non-professional actors under 
good direction. Live sound is used throughout. 


International Zionist Organization 
Sponsors Film for Overseas Campaign 
Sponsor: Women’s International Zionist Organ- 
ization. 

Title: The Village Tale, 35 min., b&w, pro- 
duced by Palestine Films, directed by George 
L. George. 


* This is the story of an immigrant family 
from Yugoslavia starting life anew in Israel. 
The small settlement where they find a new home 
is different and more primitive than anything 
they have known before. Adjustment to life in 
the new community is not easy. 

Eventually, after much trial their personal 
problems are solved, by each in his own way. 
The film shows how the Women’s International 
Zionist Organization helps the family to be- 
come established. 

What is notable about the picture, a very 
simple story, is the freshness of the acting (by 
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non-professionals) and the human appeal of the 
narration. Director George has accomplished 
a remarkable job of combining a first person 
narration over his well chosen, good looking 
village people to produce a heart warming story 
that holds interest from beginning to end. 

The Village Tale was made for use in almost 
every country in the world except the U. S. for 
fund raising and general informational purposes 
by the W.I.Z.0., which corresponds to the 
Hadassah organization in America. Six lan- 
guage versions have been made. The American 
version will be seen here as a theatrical re- 
lease. 


Women’s Christian Temperance Union 
Directs New Film to Student Audiences 


* The alcohol problem and what to do about 
it has been approached from several directions 
in recent films. The latest is Public Enemy 
No. 1, produced for the Woman’s Christian 
Temperance Union and the tenth in its extensive 
library. 
W.C.T.U. is 
from the medical viewpoint and is directed to- 
ward high school and college students. Here 
a doctor, on a vacation trip with his two sons, 
tells them how alcohol beverages are produced 
and sold, how they impair health, breed crime 
and vice, affect the economy by the huge liquor 
bill of the nation, and multiply accidents be- 
cause of drunken driving. 

In the W.C.T.U. film released in February 
of 1950, The Vicious Circle, the story was of a 


The newest exposition by the 


man’s mistaken effort to drown reality by drink- 
ing, and how he was rehabilitated. 
Both films were produced in California by 
Fred S. Niemann Productions of Chicago and 
are available for purchase in either color or 
black and white, from the W.C.T.U. 
ters at 1730 Chicago Ave. in Evanston, Ill. 
The W.C.T.U. long since turned to the mo- 
tion picture to get its story before America 
with the widest and fastest means of circulation. 
It began its film program thirteen years ago. 
With units in every state, 


headquar- 


down to district, 
county and city, and in Alaska, 
Puerto Rico, the W.C.T.U. has a huge potential 
audience for its films, with 23 departments to 
operate its educational services. 

Unlike the Temperance and Tolerance Asso- 
ciation of America, the W.C.T.U. stands for 
total abstinence. ° 


Hawaii and 


“PUBLIC ENEMY NO. 1” is the subject of this 
scene from the new WCTU film of that name. 
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Above: plastic parts become a model watch . . 


HOW A 
WATCH WORKS 


JAM HANDY 


. as infinite care is shown in precision craftsmanship. 





Precise Story of a Timepiece 
Told in This Hamilton Watch Picture 


Sponsor: Hamilton Watch Company. 


Title: How a Watch Works, 18 min., color, pro- 
duced by The Jam Handy Organization. 


* Everyone agrees that a watch is a most com- 
plicated mechanism; only a foolhardy layman 
will tinker with it. In Time—The Servant of 
Man, sponsored by the Elgin National Watch 
Company and distributed by Modern Talking 
Picture Service, emphasis was on the broader 
aspects of progress in the measurement of time 
and the relation between astronomy and time- 
recording devices of man. In the Hamilton 
Watch Company’s new film, How a Watch 
Works, the subject is brought down to—and 
within—cases, with an easy-to-understand anal- 
ogy to familiar mechanisms. 

First are explained basic steps in the action, 
by using enlarged model watch parts, built to 
scale from Plexiglas. Piece by ple e the parts 
are assembled as a narrator tells of the func- 
tion of each. Then, with stop-motion photog- 
raphy the model parts change into actual watch 
parts which move into alignment, throughout 
bespeaking the precision and accuracy of the 
finished instrument. 

The film, for showing to Hamilton employes, 
jewelers, trade groups, service clubs and schools, 
is available free loan, excepting one-way trans- 
portation cost, by writing the Sales Promotion 
oan Ham; jlton Watch Company, Lancas- 

Penn. 

ig Soh important by-product use of such films by 
the Hamilton organization is in the recruiting 
of employees through school showings. Films 
have proven a valuable asset in that field. > 


Helping Ford Supervisors to Evaluate 
Importance of Work Standards on the Job 


Sponsor: Ford Motor Company, 


partment. 


Training De- 


Title: Steering with Standards, 20 min., b&w, 
produced by MPO Productions. 


* This picture poses a problem for each Ford 
supervisor: if he were in business for himself, 
how would he allocate his work load equitably 
to maintain full speed production and still cut 
costs ? 

One foreman is transposed into such a dream 
situation in Steering with Standards, finds com- 
plexities and problems he had never considered 
before. 

His attitude, which had never been either 
negative or positive about work standards ap- 
plication to his department, becomes more than 
receptive to the help work standards men can 
give him on resuming his workaday role. 

Steering with Standards is an attitude devel- 
opment film, designed to fully explain what work 
standards are and avoid any possible feeling 
of resentment among foremen abou! outside 
interference in their departments. 

It shows how trained men can spot causes 
of bottlenecks in production lines, workers with 
too many, or too diffiexl!, operations to perform 
and workers with too litile to 
do. It also shows the training and standards 
men in the 


in a given time, 


work standards department must 
rtaintain to be able to do the job successfully. 

6600 Ford supervisors will see that film. It 
is not designed to sell any methods specifically, 
but to show one group how the other works 
and make them receptive to cooperation on 
work standards projects. . 





Three Medical Films in Color 
Completed by Sturgis-Grant 


® Srurcis-Grant Propuctions has 
completed three new color, sound 
motion pictures in the medical field. 

The Male Sex Hormone, 24 min.. 
for the Schering Corporation, con- 
cerns the physiology and clinical 
aspects of hormone inter-action in 
the male. Spanish and English ver- 
medical 


sions are available to 


schools and colleges. 

The Bone Bank, 28 min., for the 
New York Society for the Relief 
of the Ruptured and Crippled, de- 
scribes methods of organizing a 
refrigerated bone bank, and how 
such bone is used. It is intended 
for orthopedic surgeons and hos 
pitals. 

From One Cell, 13 min. for the 
American Cancer Society, is a bi- 
ology film on cell division and its 
relation to human development. Tt 
is available to high schools and 
colleges from local chapters of the 


Society. 


Two Fire Prevention Films 
Give Pointers to Workers 


* Fire prevention is the subject of 
two new films being distributed by 
the Nationa Sarety CowunNcIL. 
Sarr, INC., produced the 15-minute 
subjects available both in 16mm 


sound motion picture and sound 


Mueller 
with technical supervision by Alben 
M. Baltzer and Glenn Griffin of the 
Council. 


slidefilms. Ray directed, 


flarm 


plant workers learning about differ- 


Cause for shows three 
ent kinds of fires and types of dis- 
tinguishers for each. Stop the Fire 
Thief is a lesson on why substances 
burn, with suggestions on preven- 
tion of fires in plants 


Here's a Film That Lives Up 
To Its Name When Revived 


* A film made thirteen years and 
dug out of the files by accident, 
by the Committee on Medical Mo- 
tion Pictures of the American Med- 
ical Association, is living up to its 
title, They Live The pic- 
ture, made by Metro-Goldwyn- 


{ gain. 


Mayer, is robustly renewing its life 
and the Committee has a problem 
meeting the demand. 

The picture was brought out for 
the campaign for legitimate use of 
animals in experimentation, as it 
dramatizes the discovery of insulin 
and the use of animals in research 
by Banting and Best. 

The California chapter of the Na- 
tional Society for Medical Research 
reported that the film was more 
effective than speakers and that 
eight requests for showings were re- 
ceived in one day. The chapter 
pleaded for two more prints. 


TROUT FISHING 
AT 
BENNET SPRING 


Type expresses a variety of moods .. . 


or a complexity of company credits. 


Craftsman in Title-Makiné 


CHICAGO SPECIALIST SERVES NATIONWIDE CLIENTELE 


* Film production requires the 
headwork and handicraft of a vari- 
ety of unpublicized experts whose 
contributions are as essential in 
their niche as are those of the di- 
rector. There’s the research man. 
digging out and sifting facts but 
unnoticed unless an error of name 
or fact finished 
work, a 


creeps into the 
1950 invention into an 
1850 sequence. There’s the studio 
artist . . 
who turns out 


. and there’s the specialist 
titles and credit 
lines. . . 

To say that titles can “make or 
break” a production would be an 
overstatement, but they are as im- 
portant as type selection and dis- 
Film 
producers recognize outstanding 
artistry in title-making. That’s why 
there is a constantly increasing flow 
of orders from all over the coun- 
try, including the largest producers, 
to the Knight Studios, which is to 
say to Ivend Krohn. 


play is to an advertisement. 


Facilities to Match Needs 

The studio, at 341 East Ohio 
Street in Chicago, is as unpreten- 
tious as its owner, but that both 
are doing their jobs was evident. 
In one corner is a press for stamp- 
ing the hot type for each slide 
through leaf foil onto a sheet of 
cellulose acetate. The combination 
of heat and pressure produces a 
cleancut and deep impression of ab- 
solute uniformity for each letter. 
The use of “cells” has for the most 
part supplanted that of hard and 
tinted card, Krohn said, because 
the shade of tint will vary in the 
card stock, sometimes in the same 
lot. The white foil used by the 
Knight Studios, incidentally, is 
made from a special formula. 

Krohn the type face 
should fit the subject matter, as well 
as the light conditions of the scene 
against which it is to appear, and 
that above all the final determi- 
nant must be clarity. Massive sub- 
jects like ships and locomotives call 


believes 


for heavy, bold type, placed for 
maximum contrast. A scene such 
as the one behind the trout title, 
with its wide variation of light to 
dark, requires a_ straightforward, 
legible type. The slide carrying a 
number of company names was 
handled with a sans-serif type, and 
the challenge of positioning was 
met by giving each name promi- 
nence through avoidance of mon- 
otony, the while effecting overall 
artistry. 


In Widespread Demand 

No wonder the Knight Studios’ 
business has been on a constant in- 
crease. “Every year since I opened 
my first studio seven years ago,” 
Krohn noted, “I have seen the busi- 
ness show a marked increase over 
the preceding twelve months, with 
the one exception of a short period 
following the war.” 

Knight Studios concentrates on 
the use of Ludlow type. Certainly 
Krohn’s convictions in the matter 
have the background of experience. 
For ten years he was head of the 
typographical section of the adver- 
tising department of the Ludlow 
Typograph Company. , 

Casting fresh type for each slide 
maintains even reproduction, he ex- 
plained. Handsetting from standing 
type could not occasional 
loss of sharp definition, because of 


avoid 


worn letters, and setting by lino- 
type does not insure the uniformity 
obtained with Ludlow. 

Light type against a dark back- 
ground seems to be the preference 
of most film producers, Krohn said. 
Standard colors often are used in 
printing the type, sometimes in 
combination with black or white, 
often with a black block effect be- 
hind light type against a dark back- 
ground. Where a title is to be 
superimposed upon a scene, the 
predominant colors of, the scene of 
course determine the color in which 
the type is printed. Light type 
against a color background usually 
is preferred to running the type in 


color, if for no other reason than 
the lower cost. 

A good looking title is achieved 
by following the same rules of 
typography as in setting up an at- 
tractive advertisement, according to 
the slide producer. 

Readability is the first law of 
title making, Krohn said, and ec- 
centricities of sponsor, film pro- 
ducer or agency personnel can be 
expensive and destructive. 

One common fallacy, he empha- 
sized, is the tendency to attempt 
to say too much in a single slide, 
necessitating the use of small or 
condensed type that the audience 
either passes up or reads with diffi- 
culty, perhaps resentfully. Allotting 
two or even three slides to the 
wordage would put over the 
thought effectively, in instances 
where the wording could not be 
shortened. Condensed type is usable 
to advantage in small amounts for 
contrast, as is a short sequence of 
capital letters; much of either is a 
mistake. 

The selection of type-family 
should be determined by the sub- 
ject matter, just as in an adver- 
tisement. Bold sans-serif or square 
serif type in titles of a film describ- 
ing embroidery is as out of place 
as a light and thin-serifed script 
title for an airplane engine film. 
In both cases, however, if the type 
cannot be read readily it costs the 
sponsor y. Furthermore, as 
Krohn pointed out, any rule is 
made to be violated if the selling 
effect is achieved, and a judicious 
mixture and placement of types is 
the cure for sameness. ° 


money. 


Type selection matches content. 


# 


Produced with the cooperation of 
The Californie Shipbuilding Corporation 


and the Baldwin Locomotive Works 





SERVICES AVAILABLE NOW! 
SPECIALIST IN A-V AIDS 
Can develop training programs for 

New Defense Production. 


Public Relations Work-Platform and 
Lecture Experience 


Sales and Promotion Projects—Con- 
ventions. 


Have had years of experience in in- 
dustry, commerce and education. 


Moderate salary to start. Chicago 
resident. Can travel if necessary. 


Best of references. 


Box 2C BUSINESS SCREEN 
150 E. Superior St., Chicago, 11. 
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THE PHOTOGRAPH above shows our new sound stage. The steady growth of our busi- 
ness and the shortage of studio space in the New York area has made it impractical to 


continue renting space from service studios. 


Conveniently located in suburban Mineola, Long Island, less than forty minutes 
from Times Square, the new studio has many advantages. Not the least of these is the 


availability of all kinds of photographic locations within a few minutes of the studio. 


Designed and built from the ground up as a motion picture sound studio, the new 
building affords production conditions in line with the latest engineering practices. From 
both the acoustic and the photographic standpoints, it shows the care and precision to be 
expected from the quarter century of movie-making know-how that we bring to all our 


productions, large or small. 


LESLIE ROUSH PRODUCTIONS, Inc. 


Sales and Editorial Offices Studios and Shops 
333 West 52nd Street, New York 19, N. Y. 130 Herricks Road, Mineola, L. I., N. Y. 
COlumbus 5-6430 GArden City 7-8130 
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Four New AT&T Sound Films 
Available for Loan from Bell 
* Four new sound films, all avail- 
able on free loan from your local 


Bell 


have 


System telephone company, 


been released by the Ameri- 
can Telephone and Telegraph Com- 
pany. 

The World at Your Call, in color 
and both 16- and 35mm, points to 
modern telephone 


long distance 


service as high value received at 
low cost. Scenes of beauty and his- 
torical interest at home and abroad 
are connected by telephone epi- 
sodes, and by animation against a 
segment of the globe. Locations in- 
clude the White Mountains, New 
Orleans, Washington, D.C., Oak 
Creek Canyon, Arizona, Oregon, 
St. Augustine, Fla., London and 
New York City. The film runs 10 
minutes. 

Telephone Cable to Cuba, 15 
minutes, 16- and 35mm, shows the 
techniques of laying the Key West- 
Havana underwater coaxial cables 
Retraced are the years of prepara- 
tion, development of the tiny re- 
peater built into the cable to insure 
trouble-free service, and the laying 
of the cable from the 
the Lord Kelvin. 


ship, 


new 


TENTH IN REVIEW SERIES 
Telephone Screen Review (Num- 
ber 10), in both 16- 


and running 10 minutes, has three 


and 35mm 
sequences. First is shown the cable 


splicer, joining myriad wires in 
building, expanding and repairing 
vast networks. At the Western Elec- 
tric Company, precision machines 
turn out 


tiny lenses, called lamp 


caps, for switchboards. Finally is 


seen a home-confined youngster go- 
ing to school by phone and _ par- 


ticipating in classroom discussion 
method. 

The fourth production is Tele- 
phone Relays—“U” and “Y” Type, 
in two first taking 19 
minutes to run, the second 25. This 
Part | 
background information on the im- 
portance of 


by a new electronic 


parts, the 


film is only 16mm. gives 


complete adjustment, 


manufacture of the two types of 
relays and the physical and elec- 
trical improvements introduced, 
Part II, with highspeed (Fastax) 
photography, discusses differences 


kinds of 


causes of 


relays, 
trouble, 
improvements of product, effect of 


between the two 


common relay 


magnetic interference from adja 
cent relays, and the importance of 
following circuit requirement tables 


and Bell practices 


PICTURE 


PARADE 





NEWS ABOUT FILMS AND 


Camera Functions in Industry 
Explained in Eastman Subject 
* The camera as a working tool of 
services of 
tech- 
niques in research, production, qual- 


business and the many 
photographic methods and 
ity control, advertising and sales are 
surveyed in Functional Photography 
in Industry, available from the East- 
man Kodak Company on free loan 
to technical and industrial groups. 

From examples of specific prod- 
problems and the photo- 
graphic technique applied to them 
the film provides an approach for 


ucts or 


use by other businessmen and com- 
panies. 

Shown are uses of photographic 
instant 


techniques for recording, 


PRODUCTION TECHNIQUES 


highspeed studies, engineering re- 
production, template-making, metal- 
lurgy, stress measurement, specto- 
graphic analysis and geologic survey 
work. Much of the production is on 
Kodachrome film, but black-and- 
white is used in such fields as high- 
speed studies. The 16 mm. film runs 
36 minutes. 

Write the Industrial Photographic 
Division, Eastman Kodak Company, 
343 State St., Rochester 4, N. Y. 


USDA Color Films Available 

* Prints of the USDA color films, 
Outbreak, Steel Rust and Killing 
Weeds with 2, 4-D now are avail- 
able for purchase United 


World Films, Inc. 


from 








PATHESCOPE PRODUCTIONS 

MOTION PICTURES @ SLIDEFILMS @ TV 

580 FIFTH AVENUE, NEW YORK 19, N. Y. 
PLAZA 7-5200 
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Srartets Dorothy Abbott and Dorothy 
Ford are featured in “Let Yourself Go.” 


Glamour and an Oil Drop Share 
Honors in New Rocket Pictures 
* First reports from the field reflect 
interested audience reception of two 
recent productions, by Rocket Pic- 
TURES, Inc., one a 20-minute slide- 
film for a maker of swim suits, the 
other a series of one-minute televi- 
sion spots for an oil company. 
Swim suits should be fitted, not 
sold over the counter. That’s the 
theme put over for the Rose Marie 
OF CALIFORNIA company by Let 
Y ourself Go, slidefilm featuring Dor- 
othy Ford of MGM and Dorothy 
Abbott, former contract player at 
Paramount. Versatility of fit demon- 
strated on the different heights of 
the players is another sales point. 
First of a series of slidefilms on 
the business side of glameur, Let 
Yourself Go is directed toward 
showing the salesgirl how to sim- 
plify her job and increase sales. 


Color Film on Rock Island's 
Freight Service New Release 
*Rocket Freights, closeup of classi- 
fication yards in operation, and 
views of agricultural and industrial 
areas highlight Wheels of Progress, 
the Rock Island Lines’ 16 mm. 
sound-color picture of freight serv- 
ice, an early release. 

Produced by the ZenttH Fi_m 
Corporation of Chicago, the 20- 
minute picture will be circulated 
free through the office of W. E. 
Hayes, publie relations director, 139 
W. Van Buren St., Chicago 5, III. 


Film Record of Pipeline Job 

* Progress reports on film kept the 
public and company personnel in 
touch with each step of production 
when the TENNESSEE Gas TRANS- 
MISSION ComPANY, of which Conrad 
H. Collier is public relations direc- 
tor, extended its pipeline from 
northwestern Kentucky to Buffalo, 
N. Y. Newsreel crews making the 
l6mm. color movies traveled 4,000 
miles. Each scene was introduced 
by a title, date and map. 
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A Documentary Film That Shows ; ais . : C 
HOW TO SAVE LIVES AND PREVENT PANIC : — 4 
IN CASE OF ATOMIC ATTACK 


By Alberto Baldecchi 


Featuring WILLIAM L. LAURENCE, noted Scientific Writer 
for The New York Times — the only newspaperman who 
covered the entire Atomic project. 

Filmed with the cooperation of the Armed Forces and the 
American Red Cross. 


IN CASE OF ATOMIC ATTACK... 
What would happen in your plant? Are you prepared? 


Here is a 20-minute sound film that shows you what to do when you 

get warning . . . what to do if you get no warning . . . where to find shelter 
inside or outside of buildings . . . what nraterials for survival you need in your 
factory, office, school or home . . . how to cleanse yourself of radioactivity . . . 
how defense workers are prepared to protect you . . . and much more 

practical, essential information that can save many lives. 


A FILM FOR EVERYBODY — NO SHOCKING SCENES 


You see people at work, at home, driving, etc., during the 

kind of air raid that may hit your city. You watch these people 

defend themselves against blast, heat and death-dealing 

radiation. 

Also, this well-planned film shows graphically how the 

atomic bomb works and why it is so dangerous. You see 

views of atomic explosions that are released here to 

the public for the first time. 

Through action and drama, PATTERN FOR SURVIVAL tells 

you bow to stay alive in an atom blast. Industrial, retail, 

civic and business organizations all over the country . 

are ordering this new film by the hundreds, now. JOINT LEGistar 
Show PATTERN FOR SURVIVAL bs pee plant! It’s the best ion... w, INTERSTATE IVE COMMITTEE ON 


kind of public relations . . . and g sense. be nei er . - STATE oo ae Youom 


taff want “I like the film’ 5 
FIGHT FEAR WITH KNOWLEDGE . . . AND YOU showings before proses dnd <atdor. Without ss,08 sah 
MAY NOT HAVE TO FIGHT PANIC LATER. 


. MERICAN CYANAMID COMPANy: 


PATTERN FOR SURVIVAL has bee ed and ed by: _+ +. the fi . idual pro. 
FOR : as in screened and approv y its impo ~ admirably BOt across Worst occurs.” P 


of Life | 
American Cyenamid Company ively... the gn OFFICE OF Civi pepe 
Fordham University % sleet a i TE OF NEw HAMPSHiRg, 
New York City of Health h nation, master The response of th Sites 
ow York State Civil ee Commission Originality,” efinitely favorable © audience was 
Order of Masens, Department of Hospitals ® workmanlike i deta ithe film ig 


— and many other and 


tection if m8 on indiv 














NATIONAL A 
‘ SSOCIATION 
, : MANUFACTURERs, 
Available in 16mm sound: color and black-and-white ** + &0 excellent 
Ask for tis vital film at your film library. Or phone, write or jee of inspiring 
wire to Cornell Film Company today. efense,” 


- 


j0b for the pur. “From the ¢ 


iiterest in omments of 


the mem.- 


CORNELL FILM COMPANY 
1501 Broadway, New York 18, N. Y. 
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Asove: William Powers (left) ABA 
executive presents film to Rutgers’ pres 
ident Robert C. Clothier. Robert Bell, 


produc er, is in center (see story below) 


Banking Film Presented University 
* Rutgers University was presented 
with the first print of a sound and 
color film recently completed for 
the AMERICAN BANKERS 
TION, at a ceremony parti ipated in 
by Dr. Robert C. Clothier, univer- 
sity president; William 
A.B.A. executive in charge of the 
Graduate School of Banking: and 
Robert Bell, Rutgers alumnus and 
Filmsmiths, 


ASSOCIA- 


Powers, 


secretary-treasurer of 
Inc., producer. 

The film, The Graduate School 
of Banking, 12-minute sound and 
color, was made on the campus of 
the university at New Brunswick, 
N. J., during the two-week summer 
session, necessital close timing 
of camerawork. The production, to 
be shown nationally to banker 
groups, also is to be used for tele- 


vision. 


Financial Report Film Aids 

Teamwork at Standard Oil 

® Use of the screen to inject life 
and color into annual financial re- 
ports of large companies pays off 
not only in improved community 
understanding but in employe inter- 
est and resultantly increased team 
work. Standard Oil Company (In- 
its 15-minute 
47,000 


personnel to a larger sense of par- 


diana) notes that 


sound-slidefilm helped its 
ticipation in the company’s activi- 
ties through better appreciation of 
the contribution of their produ tive 
and cooperative efforts to the prog- 
ress of the concern. 

First, supervisors were called to- 
gether for discussion group confer- 
ences. A press luncheon was held 
the day before the report was re 
Officials pre- 
sented the story, using charts, and 


leased to the public 


then repeated the discussion with de 
partment heads. Local managers re 
guidebooks for 


There were 191 conferences, with a 


ceived meetings 
discussion leader showing the film 
and another leader explaining the 
balance sheet line-by-line. A visual 


ON THE PRODUCTION LINE 


breakdown of the customer dollar 
followed. 
Conger Reynolds, public rela- 


tions director, planned the program. 


Minute Movies on Safety Give 

A Rule on Each Sound Trailer 

* A new direction of the National 
Safety 
tivities is a series of Operation 
Safety Minute Movies, made by 
Wilding Picture Productions, with 
sponsorship by the National Asso- 
ciation of Automotive Mutual In- 
surance Companies. 


Council’s audio--visual ac- 


The sound film trailers, for 
theatres, television and group show- 
ings, tell personal experiences, with 
each production a complete story 
demonstrating one rule for safety 
of driver and pedestrian. 


Dealers Request Extra Prints 
Of Outboard Racers’ Thriller 


* When the public’s demands re- 
quire distributors to buy two and 
three extra copies of a sponsor’s 
film, no further testimony to the 
production and promotion values 
of the subject is required. That is 
what happened in the case of the 
new sports action film, Green 
Blazes, made for the KiEKHAEFER 
AEROMARINE Morors, INc., of Fond 
du Lac, Wis., builders of Mercury 
outboard motors and _air-colleged 
engines. 

The sound and color recording 
of an outboard race over an ob- 
stacle course at Cypress Gardens, 
Fla., literally takes the pilots over 
the hurdles as well as swishing 


across dry land barriers and 


producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


Frederick K. 


6063 Sunset Boulevard, Hollywood 28 


Hillside 


A scene from “Green Blazes” 


through narrow water lanes in 


dense groves. 

The promotion took several turns 
besides the l6mm film. A 35mm 
black and white version is show- 
ing in theatres as a Grantland Rice 
Sportlight. National magazines and 
syndicated newspaper sections are 
publishing picture stories of the 
event; newsreels have been re- 
leased, and bookings of the spon- 
sor’s black and white prints for 
television are extensive. 

The widespread interest in this 
production has stepped up the 
tempo of the sponsor’s film pro- 
gram. Two or three additional films 
are now contemplated for this year. 
A motion picture on fishing is prac- 
tically completed. 

The sales message in Green 
Blazes is limited strictly to the 
visual as an integral part of the 
story. Commercialism has been 
kept out of the narrative, in cog- 
nizance of increasing objections of 
TV outlets to showing entertain- 
ment films on a sustaining basis if 
the advertising element is _pro- 
nounced. Increasing competition 
for the attention of school, club 
and organizational audiences raises 
similar resistance to blatant “sell- 
ing” in sponsored films. 

Two additional current films 
from the Kiekhaefer company are 
Sharking . . . But True and Out- 
board Thrills and Spills. Both were 
shot in Florida waters. 

Sharking . . . But True is a 
sportsman’s thriller of big game 
fishing from a 14-foot outboard 
runabout. The rod-and-reel hunts- 
men prove their skill in vanquish- 
ing a sailfish, Sabre-tooth shark and 
a vicious barracuda. 

Outboard Thrills and Spills is 
what the title says: rough-riding 
sequences of outboard gymnastics 
on the Rogue River. 

All three films are free-loan for 
showings at clubs, schools, churches 
and plants. 


Two Bermuda Films Completed 
* Two films on Bermuda recently 
‘ompleted by Pan AMERICAN WORLD 
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Airways are College Week in Ber- 
muda, 10-minute subject primarily 
for college students of eastern and 
central states, and Wings to Ber- 
muda, half-hour film with sound, in- 
cluding music, taken on location. 


Flying Classroom Tour Shown 
In Air Transport Color Film 
* The screen provides a most co- 
operative ally of the unusual, and 
the Flying Classroom, sponsored by 
Michigan State College on a Euro- 
pean tour by chartered Stratocrui- 
ser, was a “natural” for a 30-min- 
ute color film made by CApiTaL 
Firm Propuctions, East Lansing, 
Mich., for the Air TRANsPoRT As- 
SOCIATION. 

In Overseas Flying Classroom, 
subject matter has precedence over 


A Cuurcu in Helsinki, Finland, 
is background for a scene in Over- 
seas Flying Classroom, made by 
Capital Film Productions for the 
Air Transport Association. 


chronology of the trip of the 65 
students studying post-war recovery 
under the Marshall Plan. Shown are 
French factories, German steel mills, 
lumbering operations in Finland 
and Norway, Dutch and Italian agri- 
culture, besides tourist attractions. 

The production was directed and 
photographed by Robert 
Hunter, owner of Capital. Eldon 
Robbins, advertising manager of 
the John Bean Division of the Ma- 
chinery and Chemical Corporation, 
was assistant 


James 


photographer and 
scenario writer. 
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Scene in “Career for Tomorrow” 


COAST GUARD REVIEW 


TitLe: Career for Tomorrow. 
Sponsor: Coast Guard Academy 

Coast Guard Photographic Unit 

in cooperation with Campus Film 

Productions. 

* Career for Tomorrow is the story 
of the United States Coast Guard 
Academy at New London, Conn. 

For several years the Coast Guard 
Photographic Unit has _ collected 
color footage taken in all parts of 
the world during the cruises aboard 
the cutter “Campbell” and square 
rigger “Eagle.” Utilizing these 
beautiful scenic shots with scenes 
taken at the Academy, the film pre- 
sents a comprehensive picture of 
the training given the future of- 
ficers of the Coast Guard. 

Narrated by Dwight Weist, 
Career for Tomorrow presents the 
highlights of four years at the 
Academy including introduction to 
the Academy, studies and athletics, 
cruises to Azores, England, Casa- 
blanca, the arduous work aboard a 
square rigger, gunnery practice at 
sea, the famous “ring dance” cere- 
mony during final graduation week. 

The vigor and excitement of 
Academy life and the romance of 
the cruises are all vividly pre- 
sented. 

Selection of scenes from almost 
thirty thousand feet of original 
color footage and performance of 
all other film services was handled 
by Campus Film Productions. 


RENTALS — SALES — 
"= SERVICE 





MAKE FILM 
COMMERCIALS 

IN HOLLYWOOD FOR 
TELEVISION ? 


NBC (Berle, Wynn, Hope) 

SOUTHERN PACIFIC RAILROAD 
PONTIAC AUTOMOBILE + GENERAL 
PETROLEUM + STARKIST TUNA 

WHITE STAG SPORTSWEAR + RANCHO 
SOUP + CATALINA SWIMSUITS 
CRESTA BLANCA WINES + HOFFMAN 
TELEVISION + STOKELY-VANCAMP 
FROZEN FOODS + ACME BEER... are 
representative of products and services 
advertised in films produced at TELEFILM. 


TELEFILM-made 

commercials are geared 

to ‘readability’ on the television 

receiver .. . to the impact upon the viewer. 


TELEFILM PRODUCTION 

features experience and direct 

control of every step, using our own 
Studio's complete facilities including 
sound stage, photography, recording, 
music arrangements, dubbing, film 
laboratory, animation, special effects, 
titles, prints. The entire job—from script 
through shipping prints to stations — is 
handled from our one Hollywood location. 





Advertisers and agencies are invited to submit their tele- 
vision projects for analysis, budgeting, and recommendations. 
Send for TV Audition Reel S-2 which shows a 


wide range of techniques. 











TELEFILM 


INCORPORATED 
Since 1938 


HOLLYWOOD 28, CALIFORNIA 
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Jam Handy’s Mary Holt 


George Long and Mary Holt 
Get New Handy Assignments 
® Transferred to the editorial de- 
partment of THe Jam Hanpy Or- 
GANIZATION are Georce W. Lone 
and Mary Hout 

Long, who will write specihica- 
tions for retail training materials, 
had been midwest district manager 
for the Radiant Manufacturing Com- 
pany and sales training adviser of 
Milner 


fore he joined Jam Handy, where he 


the Crowley Company be- 
was an administrative assistant in 
the slidefilm department. 

Miss Holt, a freelance writer be- 
fore she entered the motion picture 
department of Jam Handy, now will 
assist in the production of television 


commer ials in motion pi ture form. 


Kennedy Signed by Telefilm 

* TeLeriLm has signed John Mil- 
ton Kennedy, announcer on the Lux 
Radio Theatre, to appear in a series 
of TV General 
Petroleum. Ted Stromberger is su- 
pervising production for the West- 
Marquis Agency. 


commer ials for 


Peanuts Perform in TV Films 

® Peanuts cavort in five 20-second 
r'V commercials produced by Sarra, 
Inc., for Peter Pan Peanut Butter. 
product of Dersy Foops, Inc. Mr. 
Vacuum Cap sings and performs to 
a jingle. Production was supervised 
for Needham, Louis & Brorby 
agency by Alan Wallace. vice presi- 
dent and radio and TV director: 
Scott Park, art director, and Chris 
topher Ford 


A Spot Recording Coverage 
. When Seabrook 
Bridgeton, ae 


silver - dollar 


Farms at 
de ided upon a 
payroll promotion, 
camera crews of Filmsmiths, Inc., 
were flown to the Seabrook Farms 
Airport for a spot recording. The 
films provided a television news 
coverage for metropolitan stations, 
followed by regular circulation for 


general public relations. 


TELEVISION 


Freeze Plus Defense Production Slows TV Expansion 


Color, New TV Stations Out 

* Set production for TV in °51 will 
approximate half last year’s record 
7,500,000 sets; color appears im- 
possible in light of electronic _de- 
fense assignments and even if the 
FCC freeze were lifted, equipment 
“out” for the 
duration. That’s the TV expansion 
picture for 1951. 


for new stations is 


Rocket Pictures’ Clever Commercials 
* Introduced in the series of TV 
spots for the Wynne Or Company, 
the first three of which have been 
shown, is an animated oil drop to 
tell how motor power increases as 
friction is cut down. The voice is 
that of Hal Sawyer of ABC-TV, the 
background narrative by Tom Han- 
lon, CBS sportscaster. 


Series on Air Raid Protection 


* Dynamic Fis, INc.’,is making 
five 60-second films on what to do 
before and during an air raid. The 
project is being undertaken in co- 
operation with the New York City 
Office of Civil Defense. Local TV 
stations will show the films. 


TV Series for White Stag 


* A series of TV commercials for 
Waite Stac, INc., spring and sum- 
mer sun togs fashioners, is being 
produced in Hollywood by TELE- 
FILM, INc., with eight models. H. 
Richard Seller of the Allen and 
Clenaghen Agency and C. L. Baum 
of the sponsoring company super- 


vised shooting. 





MEMO TO: 
FROM: 


SUBJECT: 


All Sales Managers 
Rocket Pictures, Inc. 


HARNESSED DYNAMITE 


e That's right, we said ‘harnessed dynamite’ and we're referring 
to our new “Manpower Development” series of AGGRESSIVE 


SELLING. 


e Due to the increasing demand for specific portions of our 
sales training program, we’ve packaged the four following 15- 
minute sound slidefilms, which expertly cover the vital factors 


of TODAY’S selling market. 


HUMAN RELATIONS IN SELLING 
THE ATTITUDE THAT GETS BUSINESS 
(and keeps it) 

PRIDE IN PRICE 
ARE PROSPECTS DIFFERENT? 


e The material contained in these films is new—and timely— 
and was created by our staff of specialists in sales training, 
with a view to pre-conditioning your salesmen and developing 


replacements. 


e They stress the all-important issue of establishing and main- 
taining good customer relations. They create within your sales- 
men the proper attitudes and techniques towards himself, his 
company, his product, the price of his product and his prospect. 


We invite you to share the enthusiasm of hundreds of users 
of this packaged DY NAMITE and will welcome your in- 
quiries relative to this “Manpower Development” series. 


WRITE OR WIRE 


Racket Pictures, Iuc. 


6108 SANTA MONICA BOULEVARD 


HOLLYWOOD 38, CALIFORNIA 





. Atlas’ v.p. Lindquist 


Atlas Promotes Lindquist 
@ Norman C. Linpguist, elected 
vice president of the ATLas FILM 
CORPORATION a year after he joined 
the company as director of tele- 
vision, will continue active coopera- 
tion with advertising agencies in 
the production of commercials. He 
also conducts a course in television 
advertising at DePaul University. 
Three Join March of Time's 
New Television Department 
® Added to the staff of the new 
Television Department of the Marcu 
or Time are RicHarp Kro ik, Lit- 
LIAN Rixey and JANE BarTELs. 
Krolik is project supervisor, un- 
der Director of Television Arthur B. 
Tourtellot, for March of Time 
Through the Years, weekly series of 
30-minute films combining March of 
Time issues with guest panel dis- 
cussions. Opening February 15 over 
ABC, the series is sponsored by the 
Banks. 


Krolik, formerly assistant to Horace 


Association of American 


Schwerin of Schwerin Research, 
headed the motion picture division 
studying audience reactions. 

Miss Rixey, who also will work 
on the new television series, was suc- 
cessively copy editor of Time, head 
of the Life news desk, Washington 
reporter and assistant editor of Life, 
and on special editorial projects. 

Miss Bartels will do research for 
Crusade in the Pacific, 26-install- 
ment the Crusade in 
Europe TV series. She formerly was 
with the Life Picture Bureau. 


Film Produced from TV Screen 
* A film produced by focusing a 
motion picture camera on the view- 
ing screen of a television set starts 
into circulation among 3,500 rural 
communities of Canada this month, 
through the National Film Board 
and film libraries. The kinescope, 
as this type of film is called, is 
seen as a boon to country audiences 
lacking full television. 

The Road to World Peace, made 
in New York, covers a discussion 


sequel to 
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at Lake Success between Lester 
Pearson, External Affairs Minister 
for Canada, and Sir Benegal Rau, 
United Nations delegate from In- 
dia. 


TELEVISUAL NOTES 


* The color film Truly Yours—The 
Dress That Fits, one of the televi- 
sion-clear subjects of the U. S. De- 
PARTMENT OF AGRICULTURE, is now 
available in black and white for 
purchase from United World Films, 
Inc., 1445 Park Ave., New York 29, 
® TeLevision FEATURES, INc., and 
its subsidiary, 
Films, 


General Business 
have appointed the Hart- 
man Advertising Agency of Syra- 
cuse as regional representative in 
central New York state. 
* Ep Lewis, former TV director 
of Hartley Productions, and 
Marion GERING, producer-director 
for Paramount Pictures, have form- 
ed G-L Enterprises, Inc., 1619 
Broadway, New York City, to pro- 
duce television motion pictures. 
The first project completed is a 
series of 


syndicated commercials 


for brewers. 


7 * * 


Pictures for Four Sponsors 
Completed by Sarra Studios 
* Three productions recently com- 
pleted by Sarra, INnc., for sponsor- 
ing organizations include two color 
motion pictures and a color slide- 
film. In addition, shooting is un- 
derway for a series of 60-second 
and 20-second TV commercials for 
TAYSTEE Breab. 

The motion pictures had their 
premieres at the close of a general 
sales meeting of the SIMPLicity 
MANUFACTURING COMPANY in Pt. 
Washington, Wis. One, for show- 
ing to consumer groups and deal- 
ers’ organizations, is For Your 
Land’s Sake and shows Simplicity 
tractors doing 28 different jobs. The 
other film, Clear Path to Profit, is 
a sales training picture, answering 
dealers’ questions about the tractor 
and the market. 

The color 


slidefilm, Your Out- 


A SCRIPT SERVICE 

















1830 JEFFERSON PLACE, N. W. * 
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Specializing 


WASHINGTON 6, D.C. * 


door Neighbor, made for the Out- 
DOOR ADVERTISING ASSOCIATION, 
has locations spread from Holly- 
wood to Washington, D.C., and 
shows Secretary of the Treasury 
John W. Snyder speaking for the 
Savings Bond campaigns and Gen- 
eral George C. Marshall for the 
American Red Cross. The film runs 
15 minutes. 

Sarra’s Joseph G. Betzer, direc- 
tor of film planning, and Harry W. 
Lange, production manager, ad- 
dressed the Advanced Industrial 
Safety Training Course conducted 
by the National Safety Council in 
Chicago in mid-January. 


Business Rises 10 Per Cent, 
Alexander Tells Convention 

* With close to $3,000,000 paid to 
theatres for advertising time and 
the sale of 28,000 local screen ad- 
vertising campaigns, 
increased national bookings, the 
ALEXANDER FiLM ComPaNy’s busi- 
ness in this field increased 10 per 
cent in 1950 and continues up- 
ward, Presipent J. Don ALEx- 
ANDER reported at the annual con- 
vention at Colorado Springs. The 
company has 24,000 theatre screen 
advertiser accounts. 


in addition to 


The half-million dollar expansion 
of the plant in two years includes 
tripling the size of the film process- 
ing laboratories and other facilities, 
and installation of new color proc- 
essing and sound equipment. Ad- 
dition to the stage will provide 28 
motion picture set locations. 

More than 60 per cent of last 
year’s production was in natural 
color; the current percentage is 70 
per cent. Alexander said 6,500,000 
feet of color film stock was proc- 
essed in 1950. Forty per cent of all 
Alexander service was in manufac- 
turer-dealer productions. 


Pictures Detroit Moves Studios 

* Pictures Detroit, INc., produc- 
tion company headed by Lorin C. 
CoLuns, is now located in new 
studios at 938 24th St., Detroit. 
Mich. Richard Naumann has been 
appointed vice president. 


in a creative 


approach to motion pictures, Production-wise 


shooting scripts and narrations on which spon- 


sors and producers can depend. 


SID ABEL—SCRIPTS 


NATIONAL 8034 


1951 





VARIABLE SPEED MOTOR 


with TACHOMETER 


for 


CINE SPECIAL CAMERA 
AND MAURER CAMERA 


@ 115 V. UNIVERSAL MOTOR—AC-DC 
@ VARIABLE SPEED 8-64 FRAMES 
@ SEPARATE BASE FOR CINE SPECIAL 
@ ADAPTER FOR MAURER CAMERA 


Interchangeable Motors: 

12 Volt DC variable Speed 8-64 
Frames. 

115 Volt AC 60 Cycle, Synchronous 
Motor, Single Phase. 

220 Volt AC 60 Cycle, 3 Phase, Syn- 
chronous Motor. 








Animation Motors for Cine Special, Maurer 
and Mitchell Cameras. Motors for Bolex and 
Filmo Cameras. Time Lapse Equipment. 


NATIONAL CINE EQUIPMENT, inc. 


20 West 22nd Street 


New York 10, N. Y. 


Each time you retake a sound track, film production 


costs go up. The waste of film stock 


and the time delay 


for processing increase operating costs immeasurably. 


You eliminate these extra costs with 
the Fairchild PIC-SYNC Tape Re- 
corder. Play back the sound at once 

. check it . . . erase the track .. . 
retake the sound before the talent, 
the set and crew are disbanded. 


Now Use PIC-SYNC Tape Recorders 
For All Original Sound Tracks 


Fairchild’s development of PIC-SYNC 
makes possible the use of inexpensive 4” 
tape and gives you these benefits: 

@ ," tape costs 80% less than 16mm mag- 
netic film. 

@ %,"' tape requires 50% less storage space. 
@ ¥," tape is easier to handle. 

@ 4," tape assures more intimate contact with 
the heads. 

@ %"' tape has more uniform coating—less 
amplitude flutter. 

@ Ys" tape elimi ' 
caused by sprocket drive. 








LAIR CHILD 


eat ste EQUIPMENT 


Send Booklet PS-2 about 
FAIRCHILD PIC-SYNC TAPE RECORDERS 





ALBerT S. HOWELI 


Death Takes Pioneer Inventor 
and Founder of Bell & Howell 
* The death of ALBert S. HOWELL, 
71, founder and chairman of the 
Bet, & HoweL_t Company, closes 
one of the most significant chapters 
in the history of the motion picture. 
Death came January 3 at the Ravens- 
wood hospital in Chicago after a 
brief illness. 

An engineering project had kept 
him in contact with the 
after official retirement in 1940, as 


business 


had his appointment to chairman- 
ship of the board in 1949. 

A complete listing of the contri- 
butions of the pioneer-inventor to 
the motion picture industry would 
be a long record indeed. To three 
of his 
credited the standardization on the 
35mm width film and the rapid ad- 
flicker-and- 
jump era of the nic kelodeon. These 
were the Bell & Howell film perfora- 


inventions are generally 


vancement out of the 


tor, the continuous printer, and the 
standard camera 
The Kinodrome 


picture projector was one of the in- 


Ssmm motion 
ventor’s first patents. It became the 
first standard projector. 

His continuous printer, which put 
an end to the frame by frame hand- 
printing of film, was developed in 
1911 

Since those early beginnings the 
history of the Bell & Howell Com- 
pany has been a succession of im- 
fields of 


equipment for the film industry. 


provements in various 

Among the many honors accorded 
Albert S. Howell in a lifetime of 
achievements, outstanding were the 
awarding of the Wetherill Medal of 
the Franklin Institute and life 
membership in the American Society 
of Cinematographers, which in- 
scribed his name in gold letters be- 
two others 


A. Edison 


side those of the only 
thus honored: 
and George Eastman 

Mr. Howell, born April 17, 1879, 
at West Branch, Mich.., 


Thomas 


was at 16 an 
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apprentice of the Miehle Printing 
Company, high 
school at night and continuing in 
night classes at Illinois (then Ar- 
mour) Institute of Technology. 
Surviving are his wife, Nora L. 
Howell; a brother, and three sons. 


Press attending 


Telefilm Signs Gen. Roberts 


* Bricapier GENERAL James T. 
Roserts is in Washington, D. C.. 
setting up headquarters as special 
representative of TeLermM, INc., 
of Hollywood. Roberts. 
officer of the 13th 
Armored Division and a veteran of 
the Battle of the Bulge, is at the 
Army-Navy Club in the capital. 


General 
commanding 


Ross Roy Promotes Shaul 


* Wittiam V. SHAUL is now copy 
chief for all sales, service and in- 


dustrial training materials produced 
by Ross Roy, Inc., following a di- 
vision of the Detroit agency’s copy 
department into training and ad- 
vertising groups, due to the grow 
ing volume of training work. Shaul 
had been directing service training 
activities. 


Schubert Heads Film Division for 
Farm Bureau Insurance Companies 
* ERNEST SCHUBERT, named man- 
of the film division of the 
Bureau INSURANCE CoMPa- 
NIES of Columbus, Ohio, brings to 


ager 
FARM 


the organization the experience of 
a decade as a professional photog- 
rapher, chief photographer of the 
Lustron Corporation and earlier as- 
with of Por- 


sociation the House 


traits in Columbus. 


CAMPUS 
FILM 
PRODUCTIONS 


eT 
161) REMSEN STRE 
york 
BROOKLYN 2, NEW 
TRiangle 5 6296 


CHARLES BELL 


Jam Handy Notes Staff Changes: 
® CHartes BELL has been trans- 
ferred to the New York office of the 
Jam Hanpy ORGANIZATION to be of- 
fice manager for internal work. 
With Jam Handy for ten years, Bell 
was printed materials supervisor in 
the slidefilm department at the De- 
troit home office. 


* Paut Rosenavu, who was assist- 
ant sales manager of Leaf Brands, 
Inc., and the American Chicle Com- 
pany, has joined the sales and con- 
tact staff of the Jam Hanpy Or- 
GANIZATION, 


* David C. Gillis, now representing 
the sales and contact staff of the 
Jam Handy Organization in the 
Michigan area, was formerly pro- 
motion manager of the Howard 
Johnson restaurant chain. 


Foreign Language Film Service 

® Mario pe Lara, 20-72 27th 
Street, Long Island City, has un- 
dertaken a new service for indus- 
trial film producers. 

De Lara, chief announcer on 
WWRL’s 35 hours a week Spanish 
language program and _ featured 
Spanish announcer at the Alexander 
Film Company and the U. S. State 
Department Motion Picture Divi- 
sion, offers complete copy 
writing, translation and narration 
service for film producers, in Span- 
ish, French and Italian. 


Crawley Adds Five to Staff 

* Five added to the staff of Craw- 
LEY Fi_ms, Ltp., of Ottawa and 
Toronto, are the following: John 
Maxted, art director, formerly art 
director of the Russell T. Kelley, 
Ltd., agency; Kenneth Gee, art de- 
partment; Ross McConnell, anima- 
tion cameraman; Monroe Scott, an 
assistant producer; and John Har- 
ris, production staff. 


now 


President of GBF Resigns 

® Wittiam Van Praac has re- 
signed as president of General 
Business Films, Inc. 
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New Bett & Howett Rocuester FiLm Pant recently opened covers 
44-acre site; specializes in microfilm to supply national demand for this field. 


Bell & Howell Expands Defense Output; Opens Microfilm Plant 


* The Bett & HoweLt Company, 
with military contracts already ex- 
ceeding seven million dollars and 
with more in negotiation, showed 
earnings in 1950 second only to the 
1948 record of $3,018,277 at $3.67 
a common share, according to PREsI- 
DENT CHARLES H. Percy. 

Outlook for continued output for 
civilian supply for the first half of 
this year is “fair,” Mr. Percy said, 
though demand for photographic 
apparatus will exceed supply and 
government orders probably will en- 
gage more of the production capac- 
ity as the year advances. Under gov- 








in New York It’s 


| R lJ % Y EDITORIAL 


SERVICE, INC. 


Complete Film Editorial Facilities 
For Motion Picture & Television 
Production 


SOUNDPROOF AIR-CONDITIONED 
PRIVATE EDITING ROOMS 
MODERN EQUIPMENT For 


Every TECHNICAL REQUIRE- 
MENT — 35 & 16mm 


Rentals By Day, Week or Month 
ALL NEW MOVIOLA EQUIPMENT 
Equipment Available for 
of The Premise Rentals 
729—7th Ave., N.Y. at 49th St. 
Tel.: Circle 5-5640 


























You can buy titles for less than 
KNIGHT QUALITY sells for, but 
you cannot get greater value at 
any price. That's why our titles 
cost less in the long run. 


THE KNIGHT STUDIO 


341 E. Ohio Street, Chicago 11, Illinois 
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ernment contracts that began coming 
in 18 months ago, the company is 
providing equipment for ground mo- 
tion picture and air reconnaisance 
work and gunfire control. 

Formal opening of the company’s 
microfilm plant at Rochester, N. Y., 
which Mr. Percy attended, paves the 
way for a multi-million dollar busi- 
ness in a few years at that center, he 
said. Plans call for limiting produc- 
tion there to microfilm, though the 
plant is adaptable for making other 
photographic materials, he added. 
He called the Rochester project a 
part of the company’s plan to add 
products in steady demand. Invest- 
ment at Rochester is more than 
$1,500,000. The building was 
bought for $325,000. 

Manufacture of equipment for 
microfilm recording of documents 
started after Mr. Percy became 
B. & H. president at 29, two years 
ago. The microfilm will be distrib- 
uted by the Burroughs Adding Ma- 
chine Company and other dealers, 
he said. Burroughs is distributing 
the machines that make the photo- 
graphic records on the microfilm. 

At the formal opening on Janu- 
ary 22, President Percy showed his 
guests the plant via color slidefilms, 
in lieu of a personal tour. He ex- 
plained that dust carried on cloth- 
ing could cause heavy damage to 
highly sensitized film. 

The group of buildings is on a 
i4-acre site. One is equipped for 
all phases of film manufacturing, 
including emulsion making, coat- 
ing, slitting and perforating. An- 
other is a chemical research lab- 
oratory, with half the working 
space in almost total darkness for 
handling light sensitive emulsions. 
Developing solutions, fixers and dis- 
tilled water are piped throughout 
the plant. Temperature and humid- 
ity are under constant control. 
Much of the equipment was built 
to Bell & Howell specifications. 
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Potect + [reserve 


YOUR FILM 


EVERY film user needs efficient 
storage and filing space. Neumade's 
practical, specially designed steel 
cabinets are Fireproof, Dust proof, 
and Humidified, affording you 
maximum protection for your film. 
All models come in olive-grey 
enamel with polished chrome han- 
dles and hinges. 


Model MM-119—(II!u-trated) Film filing 
cabinet. individual reel index plus 
master index; door has a lock as well 
as three point latching device. 70” high, 
30” wide, 16” deep. CAPACITY 40 — 
400 ft. reels; 20 — 800 ft. reels, 20 — 
1200 ft. reels; 20 — 1600 ft. reels; 100 
filmstrip cans. Utiilty drawer in base. 


Over Fifty Models to Choose From, but Neumade engineers 
are available without obligation to assist you with your 
particular requirements when necessary. 


Write today for Free fully illustrated Catalog. Dept. 102C 


All Products Factory Guaranteed 


rRre ow C ) C Oo €: 2 
330 W. 42nd St. 


New York 18, N. Y. 


A True One-Man Laboratory | 


DEVELOP YOUR OWN NEGATIVES 
with BRIDGAMATIC Self Contained Processor 


BRIDGAMATIC JR. fits 
into any corner 


Completely automatic 16mm or 
16/35mm combination models. For 
TV stations, small labs., indus- 
trial producers, micro-filmers. The 
Jr. Model takes less than 12 feet 
square floor space. 


Develop and dry ready for print- 
ing or projecting at hourly rate 
positive 450 ft., negative 180 ft. 
Exclusive overdrive prevents film 
breakage, scratches, static marks 
or any harm whatsoever fo film 
being processed. 








EW Portable ¢ Dolly with ivel , 
SPECIAL! orth's350... ony stew at this price, $242.56 








AGENTS FOR: Acme Animation + Blue Seal Recorders * Depue Printers + 
Fearless Dollies - Auricon 16mm. line + Hallen Recorders * Magnecorders + 
Smith Viewfinders + C:lortran Lites * Bodde Screens * Hollywood Printers 
* Zoomar Cine Balowstar Lens - Kinevox Magnetic Reccrders * Mole Richard- 
son Lights. MANY ITEMS AVAILABLE ON TIME PAYMENTS. 


“The Department Store of the Motion Picture Industry” 


5. 0.5. CINEMA SUPPLY CORP. 


Dept. H, 602 WEST 52nd STREET, NEW YORK 19 
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Magnetic Recording of Sound 
and Pix Potential of Future 

* With Paramount 
ing the parade, in magnetic tape 
recording of sound, predictions of 
the date of application of the new 


Pictures lead- 


system to recording images as well 
as sound vary from six months to 
two years. 

Roland Gillett, vice president of 
the Young & Rubicam advertising 
agency and producer of The In- 


vaders, winner of an Academy 
Award, says the new reproduction 
of images will be here by July. 
Loren L. Ryder, chief of the sound 
department of Paramount, doubts 
that the experimental stage will be 
passed within two years. 

The largest problem, according 
FORTUNE. MaGa- 


four million bits 


article in 
ZINE, 18 to carry 


to an 


of information a second, compared 
to the 15,000 for sound production 


alone. 


Gillett sees saving of time, equip- 
ment, money and procedure when 
the changeover is effec ted. He adds 
that magnetic 
cause of the fidelity 


be espec ially 


tape recording be- 
achieved, will 
televi- 
sion, eliminating tHe need of kine- 


important to 


scoped material and the coaxial 
cable which requires that an 8 p.m. 
New York show go on the air three 
hours earlier in California. 

The producer pointed out these 
additional advantages: magnetic 
tape recording can be played back 
immediately, rehearsal time is re- 
“fluffs” can be 


easily, and portable sound units on 


duced, eliminated 
location can be moved along with 


the cameras. 


Copper Coat of Carbon Trims 
Thinned After U. S. Directive 


° Thickness of the copper coat of 
two of the most popular projection 
carbon trims is being reduced by 
the Nationat Carson Division of 
the Union Carbon 
( orporation, to cooperate with the 
Government's Order N. P. A. M-12 


calling for reduced use of copper 


Carbide and 


for non-military needs. 


The new products will be known 
as “Victory” Carbons, as was the 
case in World War II, and will be 
identified by white ink showing the 
trade-mark and the five-ampere re- 
duction in the maximum current 
rating to 65 amperes on the 8mm- 
7mm trim and 45 amperes on the 
The “Victory” la- 


bel and the reduction will be shown 


7mm-6mm trim. 


on the unit package and the 5-unit 
case. 

Emphasizing that the supply of 
projector carbons will be adequate, 
the company notes that if a “Vic- 
tory” carbon is paired with one of 
heavier copper coat a slight adjust- 


NEW PRODUCTS 


The Latest in Audio-Visual Equipment and Accessories 


ment in rate of feed may be re- 
quired to compensate for the change 
in burning ratio, and that the maxi- 
mum current marked on the “Vic- 
tory” carbon must not be exceeded. 


Kodak Center Will Emphasize 
Training of New Personnel 


* Training of new personnel will 
be emphasized, because of the in- 
ternational situation, at conferences 
this year at the Eastman Kopak 
CoMPANY’S scles training center in 
Rochester, N. Y, Nine conferences 
already have been scheduled for 
the first half of 1951. 
Photographic from all 
sections were represented by the 


dealers 


355 sales personnel who attended 
meetings last year. Fourteen groups 


De Luxe 
Challenger * 
Octegon cose 
Crystal- Beaded 
picture surface 
Lightweight 
easy to corry 


At leading 
dealers 
everywhere 


N\ 


Sead for FREE 
Sample of 


Da-Lite Crystal-Beaded 
screen fabric and copy of 
helpful brochure “Planning 
for Effective Projection” 


DA- 


were trained at ten-day conferences. 
There was an additional three-day 
gathering for Kodak wholesalers 
and a four-day meeting for chain 
druggists. 

Nine hundred persons have been 
trained since the course opened in 
mid-1948, said Howard K. Falbfus, 
director of the center. Subjects in- 
clude latest techniques in photo- 
graphic selling, new Kodak prod- 
ucts and operations of the company. 


New Playback Machine Ready 

* A transcription playback ma- 
chine for AC and DC operation is 
introduced by the Aupto- 
Master Corporation. An automa- 
tic relay switchboard is incorporated 


being 


in the new equipment. 


When you put on your showing of 
business films—motion pictures, slides 
or filmstrips—do the job right—use a 


DA-LITE 


CRYSTAL-BEADED 
SCREEN 


Its millions of tiny crystal beads give 
your pictures theatre-quality brilliance 
and sharpness . . . (about 200% to 
500% brighter than on a wall, sheet or 
makeshift screen). The greater light 
reflective quality of the Da-Lite Crystal 
Beaded surface brings out all the de- 
tails and fine gradations of tone and 
color that the camera has captured. 


Your supplier has Da-Lite Screens in 


sizes and styles for every need. Ask for 
a demonstration. 


The Screens EXPERIENCE Built 
—famous for quality since 1909 ox 


ITE SCREEN COMPANY, INC. 


2703 WN. Pulaski Road + Chicago 39, Illinois 
Please send FREE sample of Da-Lite Crystal-Beaded 


screen fabric and your brochure “ 


*lanning for Effec- 


tive Projection 


Name 


Firm Name 
Address 


State 
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The Brumberger Film File 


Brumberger Introduces New 

Film File, Housing and Cabinet 

* New from the BRUMBERGER 
Company is the No. 1032 portable 
all-steel file for filmstrips or 35mm 
negatives, for both amateur and 
professional. Made of heavy gauge 
steel, spot-welded, this Brumberger 
filmstrip file accommodates 32 film- 
strip cans in individually numbered 
compartments, and an index card 
is furnished with each file. The 
handle and snap catches are strong- 
ly made. The file, finished in plati- 
num grey wrinkle enamel, retails at 
$2.95. 

The No. 1092 housing, accom- 
modating six No. 1032 files and 
other Brumberger 2” x 2” files, is 
a convenient storage unit. The 
housing sells at $9.95. 

Also introduced is the No. 1095 
cabinet, with six steel drawers, each 
holding 32 filmstrip cans (a total 
of 192 cans) in a compact unit. 
The complete cabinet, in platinum 
grey wrinkle retails for 
$24.95. 

For Brumberger’s new catalog 
write the Brumberger Company, 34 
Thirty-fourth St. Brooklyn 32, 


enamel, 


New Eastman Linagraph Film 

* A new kind of film that permits 
picture-taking 17,000 feet under- 
ground at temperatures of 325° 
Fahrenheit is being made for oil 
well drillers by EastMAN Kobak 
COMPANY. 

Kodak Linagraph Drift Survey 
Film is the new product, available 
in both lomm and 35mm. It is used 
in a standard clinometer or drift 
survey camera to record readings 
of drift meters and other devices to 
show angle and direction of drilling. 
Technicians thus can 
“off vertical” status at any depth or 
chart the course of the well to the 
oil bearing sand. 


measure the 


The film resists the increasingly 
higher temperatures encountered as 
the apparatus goes farther down. 
The problem of humidity is met by 
packing the Linagraph film in vac- 
uum-sealed packages opened just 
before the camera is lowered. Dry- 
ness during exposure is aided by a 
desiccating agent in the camera. 
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RCA Engineering Products 
Unit Promotes T. A. Smith 


* THEoporE A. SMITH, named as- 
sistant general manager of the RCA 
ENGINEERING Propucts Depart- 
MENT, takes over the duties of W. 
Walter Watts, vice president and 
general manager of the department, 
now serving on leave of absence 
with Maj. Gen. William H. Harri- 
son, Defense Production Adminis- 
trator. Smith has headed sales ac- 
tivities of the department for five 
years. 

A. R. Hopkins is now general 
sales manager of the department; 
BaRTON KREUTZER general prod- 
uct manager. The announcements 
were made by L. W. Teegarden. 
RCA vice president in charge of 
technical products of the RCA Vic- 
tor Division. 

Smith constructed RCA’s pioneer 
television transmitting station, 
W2XBS, New York, now known as 
WNBT. That was in 1928, three 
years after he had joined RCA’s 
Technical and Test Laboratories on 
graduation from Stevens Institute 
of Technology. In 1930 he became 
eastern district sales manager for 
broadcast equipment and in 1938 
he was assigned to the Camden 
headquarters. 

Hopkins, now in charge of sales 
administration, advertising and pro- 
motion of the department’s varied 
products, was manager of broadcast 
and communications equipment 
sales. He is a graduate of Ohio 
State University. 

Kreutzer headed sales activities 
of theatre, film recording, sound and 
visual products before the new ap- 
pointment. On graduation from the 
Brooklyn Polytechnic Institute he 
joined RCA at the Van Cortlant 
Park laboratories, was assigned to 


Da-LITE SALES CONVENTIONEERS (I. 


Camden in 1933 and a year later 
was named manager of the RCA 
Film Recording Studios in New 
York. In 1937 he was made man- 
ager of the company’s Hollywood 
recording studios and in 1943 man- 
ager of the Photophone Division, at 
Camden, handling theatre and film 
recording sales. 


Sales Prescription Presented 
At Da-Lite Screen Staff Meeting 


* Aggressive sales planning, adver- 
tising, window displays and point- 
of-purchase selling are the four in- 
gredients of the prescription for 
successful selling advanced by 
MERLE PAINTER, in charge of the 
program of advertising and sales 
promotion of the Da-Lite ScrEEN 
Company, Inc., of Chicago, at the 
annual sales meeting. 

Gitpert Heck, sales manager, 
outlined the overall sales and or- 
ganization policies for 1951, in 
terms of availability of materials 
and production facilities. 

Effective planning, said Painter, 
must be predicated on accurate 
market analysis, knowledge of 
product and appraisal of competi- 
tion. He emphasized well-balanced 
advertising programs, consistent 
schedules and convincing copy, also 
eye-compelling displays and offers 
that stimulate action. Essential to 
selling, he said, are arrangement 
of merchandise to stop traffic, de- 
monstrative displays, practical sales 
aids and informed personnel. 

Also participating in the meet- 
ing were president Chester Cooley, 
vice-president Howard Christensen, 
assistant sales manager Rene F. 
Gardner, and Dave Mulcrone, Bob 
Koschnick and Murray Merson of 


the sales department. 


to r.) were Dave Mulcrone, Merle 


Painter, Gil Heck, president Chester Cooley, vice-president Howard Chris- 
tensen, Rene Gardner, Bob Koschnick, and Murray Merson. 
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NEW YORK, WN. Y. 
Peerless Film Proc. Corp. 
De Luxe Laboratories 
Pathe Laboratories 
Movielab Film Labs. 
Fordel Film Labs 
Cineque Colorfilm Lobs 
FT. LEE, N. J. 
Consolidated Film Inds 


WASHINGTON, D. C 
Byron, Inc 
TORONTO, ONT. 


Peerless Laboratories 


CLEVELAND, O. 
Motion Picture Prods 4 
DAYTON, O. 
Wright-Patterson A. F. 6 
DETROIT, MICH 
Jam Handy Organization 
CHICAGO, ILL 
Chicago Film Lab 
Crescent Film Labs 
Wilding Picture Prods 
ideal Pictures Corp. 
OAK PARK, ILL. 
Atias Film Corp. 
ST. PAUL, MINN 
Reid H. Ray Film Inds 


KANSAS CITY, MO 
The Calvin Company 


“to start your film 
off right — 


to keep it right... 
longer — 


always specify 


ATLANTA, GA 
Distributor's Group 


DALLAS, TEXAS 
Southwest Soundfilms 


HOLLYWOOD, CALIF 
Peerless Film Proc. Corp 
Acme Film Labs 
Columbia Pictures Lab 
Consolidated Film Inds 
Pathe Laboratories 
Telefilm, inc 


BURBANK, CALIF 
Cinecolor Corporation 


SAN —— CALIF 
E. Hockey 


FERLESS 


FE TREATMENT” 


Peerless is convenient everywhere. 


PORTLAND, ORE Write for FREE literature. 


Sewyer's Inc 


LONDON, ENGLAND P ee 
BRUSSELS, BELGIUM FILM PROCESSING 
ROME, ITALY EERLESS CORPORATION 
BERNE, SWITZERLAND 165 WEST 461 eT 


959 SEWARD STREET 











PROTECT A. V. EQUIPMENT—GUARD VALUABLE FILMS! 


eYour present audio-visual equip- 
ment and current film productions 
are worth more today than ever 
before. Protect both and assure 


Projectionist’s Handbook Con- 
tains step-by-step lessons on equip 
ment operation, good showmanship, 
better showmanship through use of film care, ete. Only $1.00 per copy, 


the graphic, complete Audio-Visual postpaid. Order today from 


AUDIO-VISUAL PROJECTIONIST’S HANDBOOK 
150 East Superior Street — Chicago 11, Illinois 








SALES - SERVICE 
—— 35 mm. e 16 mm 

. ANEE ~ AS-MOV ——* Or | oh 7 
Equipment for Pr 


Mitchell: Standard - Hi Speed - N¢ BN¢ 
Bell G Howell: Standard 


RENTALS. 


16 mm 
Shiftover - Eyemos 
Maurer: 16 mm. Cameras 

la; Editing Machines - Synchronizers 


SPECIALISTS IN ALL TYPES OF CAMERA REPAIR \WORK LENSES MOUNTED 


FRANK C. ZUCKER 


(x AMmERA EQuipment (o. 


1600 BROROWAY NéW YORK CITY 
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Peace and Food Are Themes 
Of Minr lis-Moli Films 


P 





° Two 1951 color films, sponsored 
by the Minneapoiis-MoLine Com- 
PANY of Minneapolis, Minn., and 
taking on a special timeliness be- 
cause of the roiled international 
waters and consequent emphasis on 
preparedness production of food- 
stuffs, are now being shown by MM 
representatives in community Deal- 
er Day 
coast. 


programs from coast to 


A travelog, Havens of Peace, 
takes the audience to countries in 
Europe where the word peace for 
centuries has meant precisely that, 
not the definition-juggling any- 
things of today’s despots. Visited 
are the scenic communities of An- 
dorra in the mountains bridging 
Spain and France, San Marino in 
northeast Italy, Vatican City with 
its Holy Year pilgrims, Oberam- 
mergau and its Passion lay, agri- 
cultural Switzerland, and independ- 
ent little Liechtenstein adjoining 
Austria. 

Importance of the soil to man 
and nation is the theme of The Soil 
Is Good, a plea for conservation 
and an exposition of modern ma- 
chinery’s function in helping the 
farmer save the soil, increase yield 
and reduce cost of production. 

Shown also at the Dealer Day 
programs is a short color travelog, 
Castles, Cows and Contentment, a 
tour of castles and Friesland of 
Holstein-Friesian cattle fame. 

Advertising kits 
dealers contain color posters, invita- 


furnished to 


tion mailers, news releases, tickets 


and newspaper ad mats. 


DarreL Brapy Propuctions of 
Hollywood made Havens ol Peac ¢. 
and AMERICAN FILM AND TELEVAD 
Company of S:. Paul produced The 
Soil Ils Good. 

The Elliott Film Company of 
Minneapolis handles distribution of 
Minneapolis-Moline films, for which 
1,200 requests were received in two 
months last fall. After dealers have 
completed their rounds of showings, 
the films are released to schools and 
civic groups 

Minneapolis-Moline, which was 
an early user of industrial color- 
and-sound films, released This Heri- 
tage of Ours and Reasons for the 
Seasons two years ago, and last year 
brought out An American Journey 
and Weather Whys. 

The Office of International In- 
formation of the U. 5. Department 
of State chose Reasons for the Sea 
sons for international showings as 
a representative American film that 
explains why there are varying 
seasons and how modern mac hines 
help farmers meet the resultant 
problems. 


FILMS PROMOTE BETTER LIVING 


Lumberman's Association Film 
Plays Up Woods for the Home 


* Sponsored by the West Coast 
LUMBERMAN’S ASSOCIATION is a new 
16 mm. sound-color exposition of 
West Coast lumber manufacture and 
use. Besides logging operations in 
the Far Northwest, Lumber for 
Homes shows sawmills at work and 
explains the grading of lumber for 
specific purposes of construction 
and economy. 

For free loan (except transporta- 
tion one way) address the West 
Coast Lumberman’s Association, 
1410 S. W. Morrison St., Portland 
5, Ore. 


Films Help Sugar Company 
Celebrate Di al feck th 





* Audio-visual mediums played a 
double-barreled role in the diamond 
jubilee celebration of the WAILUKt 
Sucar Company, Maui, Hawaii. 
Four hundred of the 550 employes 


Multiple Cameras Shoot 
Dormeyer Corp. Films 


Serving many business 
leaders with films that 


SLIDERILMS - 


saw themselves at work in a presen- 
tation of 196 color slidefilms, after 
which came Mills Wheels Rolling. 
employe relations color motion pic- 
ture prepared by the HAWAIIAN 
SucGAR PLANTERS AsSOCcIATION. In 
charge were Alvin Silva, industrial 
relations supervisor of the company, 
and Roy J. Leffingwell, public rela- 
tions director of the association. 


Milk Producer and Dealer Split 
Cost of Public Relations Film 


* Product producer and dealer di- 
vide the cost of promotion for sales 
at the retail level in presenting a 
new sound and color film, Some- 
thing to Crow About. The project, 
which reflects recognition of the 
producer’s share of responsibility 
in advertising outlay for retail sell- 
ing of his product, is a cooperative 
move of New Jersey dairymen and 
dealers to increase milk sales. 
The Raritan VALLEY FARMS 
PRODUCERS ASSOCIATION gets its 


We'd be 
some of our latest produc- 
tiens for you. Ne obligeti 





NEW YORK + CHICAGO 
HOLLYWOOD 


MOTION PICTURES 


TELEVISION COMMERCIALS 


funds from a voluntary dairyman 
checkoff system, and the Raritan 
ALLEY FAarMs, retail company at 
Somerville, matches the amount 
thus raised by the association. 
The fund is to be used on several 
media, including radio, but the mo- 
tion picture is the chief investment. 
The film was made by Film- 
smiths, Inc., New Brunswick, N. J. 
In the 20-minute subject, treated 
broadly for general appeal to pu- 
pils and adults, a Broadway actor 
provides the voice for a rooster- 
narrator that comments cynically 
at first but changes his tune as 
the milk production story, farm to 
home, is told. 


Perfex Corporation Sales Film 
Builds Better Cust Relati 


* The seller and the buyer share 
the emphasis in a sound and color 
slidefilm of heating controls spon- 
sored by the PeERFEX CORPORATION 
of Milwaukee, Wis., and produced 
by the ATLAS FiLM CorPoraTION. 
In People Are Our Business Per- 
fex tells the story behind the com- 
pany, which supplies controls for 
oil burners, gas, electric and coal 
heating in the home and industry. 





Household Finance Slidefilm 
Features ‘Key to Better Living” 


* How the Jennings family learned 
to balance the budget is the story of 
Your Key to Better Living, slidefilm 
produced for Hous—EHOLD FINANCE 
CorPoRATION by Sarra, Inc. The 
company’s booklet, “Money Man- 
agement, Your Budget,” is intro- 
duced. 

This latest film in Household’s 
filmstrip lectures is expected by the 
company to be shown at least 1,500 
times this year. There is a separate 
version for Canada. 


Pressure Cooker Film Theme 


* How to save time, food and nutri- 
tive values by pressure cooking is 
the theme of a 22-minute, 16mm 
sound-color film, Food for Thought, 
sponsored by the PressurRE CooK- 
ING INSTITUTE and available on free 
loan from Association Films. Spring 
Byington and a Hollywood cast give 
the demonstration. Dudley Picture 
Corporation produced the subject. 


Farm Remodeling Is Theme 


* Remodeling of farm homes is the 
theme of My Father's House, pro- 
duced by George Carillon, Inc., for 
the U. S. Gypsum Company. The 
52-minute color film expounds the 
theme that modernizing farmhouses 
will help keep sons and daughters 
from moving into the city. In pro- 
duction the industrial picture is 
treated as a_ straight 
screenplay. 


dramatic 
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SAVE YOUR FILMS 


Don’t let the scratch disease rot away 
your message. Don’t try to cure scratches; 
prevent them at their source with BUFIT 
the amazing new automatic scratch in- 
surance. BUFIT’s heavy film base is im- 
pregnated with the exclusive new LY- 
CRON burnishing compound. When used 
as trailer or leader, BUFIT cleans where 
it goes.and goes where its needed. It trail- 
blazes an immaculate path for your soft, 
tender emulsions. Relax, eliminate those 
ineffeétive presentations of your valuable 
prints. BUFIT removes emulsion pile-up, 
grit and dirt with no skill or effort required 
from the projectionist. 


Here are a few of the many users of 
BUFIT. Join them now on the film saving 
bandwagon. 


Bell & Howell U. S. Dept of State 
Telenews Prods.,Inc. The Jam Handy Org. 
U.S. Signal Corps. Iowa State College 
Consolidated-Vultee Aircraft Corporation 
Los Angeles County Board of Education 
Don't delay. Act today. The BUFIT way 
is the safe way. 16mm 50-foot TRIAL kit 
only $4.50, specify double or single per- 
foration. 8mm and 35mm also available. 
Bulk price for 16mm is 9c per foot. Lib- 
eral discounts on quantity purchases. 


ORDER YOUR TRIAL KIT NOW 


BUFIT 





6009 West Pico Bivd., 
Los Angeles 35, Calif. 











35MM COLOR 
THEATER PRINTS 


ENLARGED FROM 
16MM COLOR ORIGINALS 


16MM KODACHROME PRINTING MASTERS 
WITH EFFECTS INCLUDED 


35MM B&W NEGATIVES EN- 
LARGED FROM 16MM ORIGINALS 





FOR TV 
35MM B&W OR COLOR FILMS 
REDUCED TO 16MM 
FOR TELEVISION RELEASE 


FILMEFFECTS 


OF HOLLYWOOD 
1153 N. Highland Ave., Hollywood 38, Calif. 
HO. 9-5800 














SPECIAL EFFECTS 
Dissolves + Montages + Wipes + Fades 
Zooms +« Superimposures + Speed Changes 

Slide Films Duplicated Optically 
Experimental Projects 
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Film Fights Discrimination 


(CONTINUED FROM PAGE THIRTY} 


throwing open their “morgues” for selection of 
stills has given the film an imprint of authen- 
ticity throughout. Shots from a wide variety 
of business, showing employes of differing 
colors working efficiently, side by side, drive 
home the points made by the 19 or more speak- 
ing participants. 


Facts Show It Isn’t Good Business 


The film opens with a Negro girl applying 
for a job at the personnel desk. When the head 
of the company learns a report has been de- 
layed by a shortage of help in the accounting 
department, because Personnel refuses to take 
on Negroes and Jews, the exposition gets under- 
way. Results of a nine months survey of 300 
businesses by one of the Chamber’s nine com- 
mittees are fortified with comment by outstand- 
ing personalities in Illinois industrial, educa- 
tional and religious fields. 

Among points of universal application are 
these: prejudice translated into discrimination 
is dangerous to the economy and holds down 
both production and wages; ability is an indi- 
vidual matter, not racial; all men are basically 
alike; persons with inferior complexes are apt 
to make others the scapegoats for their defi- 
ciencies; time and motion studies show equal 
efficiency among skilled workers of different 
races; one large company reported less ab- 
senteeism among Negroes than whites. 

The film closes on the theme that it is up to 
top management to establish a clearcut policy 
that non-discrimination is good Americanism 
and good business practice, proved by busi- 
nesses which successfully have assimilated mi- 
nority groups. 

Introduced on the screen are Negroes of in- 
ternationa! fame in many activities, ranging 
from world diplomacy to science to concert 
platform. 


Difficult Theme Is Skillfully Done 


While the film lacks the rounding out that 
motion could have provided, the return to the 
central characters is skillfully integrated to ef- 
fect continuity, and tactful handling of the 
theme is consistently evidenced. Martha Wood 
of Francisco Films did the script and record- 
ing. Jerome Straus was the photographer and 
assembled the production. 

The 24 prints are available to local Cham- 
bers, other business groups and civic organi- 
zations. While scenes are from Illinois com- 
panies and the personalities are for the most 
part Illinoisans, the theme is of general pur- 
port and interest. Address the Personnel and 
Labor Relations Department, Illinois State 
Chamber of Commerce, 20 N. Wacker Drive, 
Chicago 6, Ill. 

The overall plan of the Employment Oppor- 
tunities Educational Program of the Chamber 
also calls for a series of regional conferences, 
the first February 9 at the Palmer House in 
Chicago; a school for key personnel and indus- 
trial relations executives, expert counseling 
service and assistance in placing minority group 
employes. Brochures defining objectives are 
provided with the prints. a 
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YOUR ATTENTION, PLEASE! 


In line with our 1951 policy of introducing 
new equipment to the motion picture and 
television producer, we are proud to present 
the following: 
CAMART TV CAMERA CAR 
A four wheel dolly light enough to be lifted 
by two men. 27 inch width to go through a 
standard doorway. Boom arm has double 
and triple action balance to support a camera 
weight of 150 pounds and go through a 90 
degree swoop from a low of 26” to a height 
of seven feet. Can be taken apart into three 
sections for transportation in your car. 
CAMART OPTICAL FX UNIT 

Now in regular use by many TV stations 
and producers. Available in two, three, four, 
five, and six surface prisms. Will reproduce 
multiple images in still or circular motion. 
Adapters for use with 35mm Mitchell 
cameras. 

NEW ZOOM MIKE BOOM 
Telescopes from 7% feet to 16% feet, with 
automatic counter-balance, directional mike 
control, self-enclosed cables, on roller stand. 

Price: $750.00, F.O.B. Cal. 

Also available with perambulator stand. 

NEW COLORTRAN CONVERTER 
Will boost a 2000 watt studio spotlight to 
the equivalent of 5000 watts of color-bal- 
anced light om. draws less than 30 amps. 

Price: $59.50 
ROUND UP YOUR USED EQUIPMENT 
FOR YOUR BEST 1951 TRADE-IN 
VALUES NOW! 
NEW 1951 MART MESSAGE. 

IT’S BETTER THAN EVER. 

All 16-35mm Production equipment 
available for rentals. 


THE CAMERA - MART | 


Po wWweST 4 
NEW YORK 
ABLE A RESS 
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HERE'S THE REALLY 
VERSATILE VIEWER — 
More Economical, Too! 





£1225 VERSATILE SLIDE VIEWER 
for 35mm to 2%4” slides 


Versatile, automatically centers all slides from 
35mm. to 2%” x 2%” (including Bantam). 
Shows brilliantly illuminated, enlarged views 
through a fine optically ground and polished lens. 
Complete with bulb, on-off switch and 6 foot 
cord. All-steel construction, handsomely finished 
in attractive grey wrinkle enamel. 


+1225 Viewer......$5.95 


Use Brumberger Slide Files for safe and syste- 
matic storage of valuable slides. Mount them in 
Brumberger All-Stee! Slide Binders (with Glass). 
Sample binders on request. 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 
© CONNECTICUT ¢ 
Rockwell Film & Projection 


Service, 182 High St., Hartford 5. 


Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


® DISTRICT OF COLUMBIA ¢ 


Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 

The Film Center, 915 12th St. 
N.W., Washington. 

The Walcott-Taylor Company, 
Inc., 501 Mills Bldg., Washing- 
ton, 6, D. C. 


¢ MARYLAND ¢ 


Robert L. Davis, P. 


Cumberland. 


0. Box 572, 


Howard E. Thompson, Box 204, 


Mt. Airy. 


¢ MASSACHUSETTS «¢ 


Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 


e NEW HAMPSHIRE e¢ 


A. H. Rice Co., Inc., 78 West Cen- 


tral Street, Manchester. 
¢ NEW JERSEY 
Slidecraft Co., South Orange, N. J. 


e NEW YORK ¢ 


Association Films, Inc., 35 West 


45th Street, New York 19. 


Buchan Pictures, 79 Allen St., 


Buffalo. 


Charles J. Giegerich, 42-20 Kis- 


sena Blvd., Flushing. 


Comprehensive Service Co., 245 


W. 55th St., New York 19. 


Council Films, Inc., 50 N. Main 


St., Homer, N. Y. 


Crawford & Immig, Inc., 265 W. 


14th St., New York City 11. 


The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 


Ken Killian Sd. & Vis. Pats. 
P. O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
pany, 112-114 W. 48th St., New 
York 19. 


Paromel Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 


Jack Patent, 13 East 37th Street. 
New York 16. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 
Visual Sciences, 599BS Suffern. 


Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 
New Berlin, New York. 


¢ PENNSYLVANIA ¢ 
Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 


j. P. Lilley & Son, 277 Boas St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


* RHODE ISLAND ¢ 


Westcott, Slade & Balecom Co., 
95-99 Empire St., Providence 3. 


¢ WEST VIRGINIA ¢ 
J. G. Haley, P. O. Box 703, 


Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 


Theatre Service & Supply Co., 
Phone 24043, Box 1389, Hunting- 
ton, 


SOUTHERN STATES 


¢ ALABAMA e¢ 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 


¢ FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


Orben Pictures, 1615 Hendricks 
Ave., Tel. 9-1906, Jacksonville. 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 


¢ GEORGIA ¢ 


Colonial Films, 1118 W. Peachtree 
St., N.W.. ATwood 7588. Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


¢ LOUISIANA ¢ 
Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


HarFilms, Inc., 600 Baronne St., 


New Orleans. Since 1915. 


¢ MISSISSIPPI ¢ 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
© TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


e VIRGINIA ¢ 
Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 


National Film Service, 202 E. 
Cary St., Richmond. 


¢ ARKANSAS e 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


¢ ILLINOIS ¢ 
American Film Registry, 24, E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 206 S. 
Michigan Ave., Chicago 5. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


°e IOWA ¢ 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


e KANSAS-MISSOURI ¢ 


Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 


Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


e MICHIGAN ¢ 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e MINNESOTA ¢ 


National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


¢ OHIO ¢ 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 


Manee Film Library, 2514 Clifton 
Ave., Cincinnati 19. 


Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 


Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleveland 
12, Ohio. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 


BUSINESS SCREEN MAGAZINE 








LOCAL AUDIO-VISUAL SUPPLIERS 


Fryan Film Service, 3228 Euclid 
Ave.; Cleveland 15. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 


M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


© WISCONSIN ¢ 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 


e CALIFORNIA ¢ 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 


C. R. Skinner Manufacturing 


Co., 292-294 Turk St., San Fran- 
cisco 2. 


¢ COLORADO e« 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


e OKLAHOMA e 
Vaseco, 2301 Classen, Oklahoma, 
City 6. 


H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 


Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


¢ OREGON « 


Audio-Visual Supply Company, 
429 S. W. 12th Ave., Beacon 3703, 
Portland 5. 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


; 


/ } 
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© TEXAS ° 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


! 
~ Audio Video, Inc., 4000 Ross Ave., 


Dallas 4; 
Houston, 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


1702 Austin Ave., 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


CANADA 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 


f FOREIGN 


Distribuidora Filmica Venezo- 
lana, De 16MM., S.A., Apartado 
706 Caracas, Venezuela, S.A. 


Qualified Dealers Invited 

to Appear in This Listing 
¢ If you are a specializing audio- 
visual dealer or distributor, you are 
invited to apply for listings in the 
National Directory pages of Bust- 
NESS SCREEN. A nominal service 
charge is made for each acceptable 
listing. 

Application form sent on request. 
Listings in these pages are subject 
to cancellation if products or serv- 
ices are below the minimum stand- 
ard set by the Editors and reported 
by users in this field. We invite 
reader participation and patronage. 
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Script Organization Serves Field 
From Wide Range of Experience 


* Paraphrasing Shakespeare a bit, 
the script’s the thing in the produc- 
tion of business films. The story 
not only incorporates the message 
to be put over but sets the style of 
treatment for maximum interest and 
provides continuity and coherence. 
The newly formed Sip ABEL organ- 
ization in Washington emphasizes 
a fresh approach to script problems, 
and the wide variety of his services 
in the field provide the organiza- 
tion with experience in handling 
many types of production. 

With a staff that includes, besides 
the owner, an associate writer and 
an artist who prepares storyboards, 
the organization currently is work- 
ing on Water Horizon for the Ara- 
bian-American Oil Company, and 
scripts for the National Rifle Asso- 
ciation of America, Great Lakes- 
St. Lawrence Seaway Association, 
Gulf Coast Films of Houston, Texas, 
the Economic Cooperation Associa- 
tion, Veterans Administration, Air 
Force and Navy. 


Familiar With U, S. 

As an Army enlisted man in 
World War II Abel wrote training 
films for several years, and after he 
received his 


Problems 


commission he was 
placed in charge of creating a civil- 
ian morale visual aid program for 
depots of the Army Service Forces. 
On discharge he became a project 
film supervisor for the State De- 
partment, and wrote and helped 
produce International Conference, 
Security of Information and The 
United Nations Site. 

Next came the formation of Acad- 
emy Films with Richard Lyford in 
1947. They wrote and produced 
Crossroads for America, for the Re- 


search Institute of America. 


Former USDA Script Chief 

In 1948 Abel joined the Depart- 
ment of Agriculture as chief of the 
script department. In the period 
until he started his own organiza- 
tion last fall he turned out twenty 
film scripts. Among those released 
or scheduled fer early distribution 
were: Outbreak—The Story of Hoof 
and Mouth Disease; Dead Out, for 
the U. S. Forest Service; Journey 
Back and Seizure — The Medical 


Treatment and Social Problems of 
Epilepsy, Veterans Administration; 


SCRATCHED 
FILM 
SAVED! 


Fim Story Conrerees work on “Speak- 
ing of Safety” series at Sarra Studios 
(l. to r) above are Dr. Irving J. Lee, 
Northwestern University (technical ad 
visor); Glenn Griffin, Industrial Educa 
tion director of National Safety Council ; 
Joseph G. Betzer, Sarra; Kent Frances, 
VSC industrial editor; (seated) John 
Bancroft, writer; George DeDecker, art 
director; and Helen A. Krupka, scenario 
supervisor, of the Sarra staff. 


The Triple Threat of Brucellosis; 
Your Enemy—Grasshopper; Only a 
Bunch of Tools and Building the 
Fire Line, Forest Service, and 
Week-end Paratrooper, for the U. S. 
Air Force. 

The Sid Abel studio is at 1830 
Jefferson Place, N. W., Washington 


United Productions Reelects 
Bosustow for His Sixth Term 
* Reelection of StepHEN Bosus- 
TOW marks his sixth term as presi- 
dent of Unirep Propuctions oF 
AMERICA, maker of animated films 
for commercial companies and the 
U. S. Army and Navy and cartoons 
for Columbia Pictures Corp. 

John Hubley and Ade Woolery 
continue as vice presidents and 
Maxine Davis as secretary-treasurer. 
Robert Cannon was advanced to a 
vice presidency. 

Besides Bosustow, Hubley and 
Cannon the board of directors in- 
cludes Leo Rosen, Ed Gersham, 
Abe Liss and Phil Eastman. 


WRITER WANTED 


Established commercial film producer | 
desires writer for industrial and 
television work. Must be experienced. 
Send complete date as to age, draft 
status, background and salary de- 
sired. Write, 


Box 2E 


BUSINESS SCREEN 
150 E. Superior St. 
Chicago 11, Ill. 


Critical material make the “RAP. 
1DWELD"—RAPIDTREAT” processes « 
fag preserve oe Hundreds of lead. 
" ms Sreesiout 

AMAZING RESULTS we 

have with their 

16MM, SSMM, Originals, 

K nN . and 


Prints. All work uncendi. 
tlonally guaranteed. Wri'e 
for free Jeceriptive bookie. 
Dept. BS. 


RAPID FILM TECHNIQUE INC. 
21 W. 46th Street, New York 19, N. Y. 
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AMERICAN 
FOLDING CHAIRS 


BEST FOR EVERY FOLDING CHAIR PURPOSE! 
@ DURABLE—strong steel frame 
@ SAFE— no tipping, pinching, snagging 
@ COMFORTABLE, wide, deep seats, backs 
@ FOLD QUIETLY, quickly, snugly 
@ LONG-LIFE replaceable rubber shoes 
@ THREE SEAT STYLES—formed steel; 
formed plywood; imitation-leather up- 
holstered 
OVER 8 MILLION IN USE! 
Grand Rapids 2, Michigan 
Branch Offices and Distributors in Principal Cities 




















THE “BLUE CHIPS” IN AUDIO-VISUAL 
PRODUCTS AND SERVICES ADVERTISE 
IN THE PAGES OF BUSINESS SCREEN 


ST pw mer ee oe 


For lémm. Film — 400 to 2000 Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
Fiberbilt 
bear 











Dealers’ Town Meeting 


(CONTINUED FROM PAGE TWENTY-SEVEN ) 
chandising and selling films, from other indus- 
tries and associations. The two on management 
presented new problems. After committees had 
sweated out the writing and revisions of scripts, 
trained men went to the field for huddles with 
distributors and dealers. Establishing that the 
program was recognized as vitally necessary and 
would be welcomed, producers were given the 
go-ahead, and the meetings were organized. 

Distributors representing the seventeen manu- 
facturers were to handle the sessions and meet 
local expenses. The films were to be shown in 
the sixty cities having television stations. There 
was to be no selling of sets; every dealer was 
invited to attend at no cost to him. 

R. C. Sprague had charge of the shaping of 
the project. When he was elected president of 
the association Harry A. Ehle took over as chair- 
man of the Town Meetings Committee. Ehle had 
handled the radio technicians program. 

Nobody tells the distributors or dealers what 
to do, Ehle explained. “The job is not one of 
telling people but of pointing out that in some 
instances, in some cities, some of our ideas may 
work. We are asking dealers to see these slide- 
films and adapt what they will to their own op- 
erations. We have many ideas; some will fit 
in some places, others elsewhere. If our slide- 
films are better in their conception than dealers’ 
practices, we shall be repaid amply if they cause 
dealers to check and recheck their operations in 
order to stay in business longer.” 

The active support of the television stations 
was had from the start, with realization that the 
sale of sets builds up audiences, and programs 
sell sets. 


Here’s Content of Four Slidefilms 

Continuity for the series of films is estab- 
lished by the meeting of two radio-television 
shop owners at a convention; Andy successful, 
Don not so good, having trouble with credit. In 
the first film, One for the Money, on better 
financial management, among the subjects cov- 
ered are the best ratio of current assets to cur- 
rent liabilities, short and long-term loan uses 
contrasted, installment credit and liquid capital, 
relation of shop work tickets to service charges, 
cash basis for service, standard pricing, finance 
companies, 

Two for the Show, the merchandising film, 
takes up store exterior, sign, interior, displays, 
cleanliness, arrangement, price tags, bargain 
counter, advertising budget, mailing pieces, pub- 
lic relations, shows for youngsters, prizes, etc. 
More profitable service, taken up in Three for 
the Money, gives suggestions on limiting serv- 
ice area, contracts with local independent servic- 
ing organizations, checking of service reporis, 
separate accounting, incentive compensation, 
rules for employe’s personal appearance and con- 
duc t. 

In the fourth film, Four to Go, are incorporat- 
ed many suggestions to improve salesmanship, 
such as immediate attention to customers, in- 
teresting them, closing deals, and merchandis- 
ing gifts for leads that pay off. 

After each three-hour Town Meeting the print 
remains in the city indefinitely, for showings at 
schools, to dealer meetings and other groups. 


LINE VOLTAGE BOOSTER 
FOR PROJECTORS 


... is the answer 

to fluctuating and 

low line voltage— 

%* increases 
illumination 

* increases clarity 
of sound 


Can raise 85 volts to 120 
volts with 1250 watt load. 


Wedia, Tne. 


Oklahoma City, Okla. 














SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 








Used with Rewinds For Editing 
16mm and 35mm Sound Film 


Completely self contained, PM Speaker, volume 
control, off on switch, etc., all inside compact 
6%” H x 6” W x 6” deep case. Weight 7 Ib 


3W audio power. 
Operates on 117V 60 cycles A.C 


No Fly Wheel—instant start and stop, with no 
damage to film. 


% Price $165.00 net F. O. B. Chicago 


EDL COMPANY 


MILLER STATION, GARY, INDIANA 











» efficiency up 





+ costs down 





> quality still unexcelled 











simplified new price list 
makes your cost estimating easy .... 


ask for a copy 
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© 
byron 





Vv 


the ultimate in 16 mm. 





~ 


studios and laboratory, 1226 wiscor aye., washington 7, 


rrints .. 


@ “color-correct” *y 


*Trade-Mark Exclusive with Byron 




















Training 
the Trainer 


The born salesman exists. But most often 
the high-scoring salesman is made, through 
experience controlled by a sales training 
program set up by a progressive company. 

The man who trains the salesman prob- 
ably isn’t a born teacher. He needs to be 
trained for skillful transfer of his know-how. 


To distill the collective sales experience 
of leading salesmen, to be certain this 
“know-how” is translated and presented to 
others effectively, The Aluminum Cooking 
Utensil Co. uses the new “Training the 


Trainer” program which is keystoned by a 
sound motion picture, “You're Going Some- 
where,” produced by 











